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ABSTRACT 
 
For business firms to continue as going concerns, productivity is a primary goal.  In 
order for the firms to remain productive, it is imperative that managers continuously 
explore ways of improving productivity and employee performance.  Employee 
productivity, in particular, is the measurement of performance and competitiveness in 
any business firm.  A competitive advantage enables a business firm to, amongst 
others, survive financially, expand its operations and grow its market share.  Creativity 
and innovation are fundamental sources of competitive advantage.  In order for a 
business to retain its competitive edge, it must effectively enhance employee 
productivity, creativity and innovation. 
 
The primary purpose of this study was to investigate a creativity model that could 
contribute to the enhancement of employee productivity.  More specifically, the study 
investigated how employee productivity (the dependent variable) was influenced by the 
independent variables rewards, a climate conducive for creativity and innovation, 
employee creativity, self-esteem and performance intent. 
 
The sample consisted of 82 blue-collar employees from various manufacturing firms in 
Port Elizabeth. The empirical results revealed that the firms’ rewards for performance 
and their climates for creativity and innovation were positively related to the creativity of 
their employees.  The creativity and self-esteem of their employees were positively 
related to their employees’ performance intentions, while collectively these three 
variables were positively related to their employees’ productivity.  The managerial 
implications of these and other findings are discussed in the study. 
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CHAPTER 1 
 
SCOPE OF THE STUDY 
 
1.1 INTRODUCTION 
 
Productivity is a crucial goal for the survival of business firms (Syverson, 2011).  
Managers therefore find themselves having to continuously rethink ways of improving 
productivity and employee performance at work, especially due to the diverse, and in 
some instances escalating, needs of employees to uphold their interest in and 
enjoyment of working. 
 
The Organisation for Economic Co-operation and Development (OECD) emphasises 
that productivity has a critical contribution to make to the growth of the economy and it 
features as the basic statistical information for many international comparisons and 
country performance assessments (OECD, n.d.).  In addition to that, productivity data 
assists analysts in the determination of capacity utilisation, resulting in the gauging of 
the position of economies in the business cycle and in the forecasting of growth in the 
economy (OECD, n.d.). 
 
Developing countries, like South Africa, still need to catch up with developed countries 
and in order to do that, the boosting of productivity is essential.  Sood and Basu (2013) 
suggest that for the continuation of the developing countries, African economies must 
look into investing in high-productivity and job-intensive activities.  Sood and Basu 
(2013) posit that investment in education, technology, creativity, innovation and 
entrepreneurship is crucial, if the goal is to realise gains in productivity as well as in 
competitiveness. 
 
Employee productivity, particularly, is a core measurement of organisational 
performance and competitiveness and Kerr-Phillips and Thomas (2009) note how 
important it is for South Africa to become globally competitive.  Preenen, Vergeer, 
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Kraan and Dhondt (2015) suggest that creativity and innovation are the ingredients or 
fundamental source of competitive advantage in the turbulent commercial environment.  
Preenen, et al. (2015) state that if companies are to remain globally competitive, as has 
been noted by Kerr-Phillips and Thomas (2009) for South Africa, it is imperative for 
them to come up with effective ways that enhance employee productivity, creativity and 
innovation since the latter capability determines the company’s performance.  
Companies then need to adjust to these circumstances and come up with creative ways 
to arrange their labour needs in a flexible way, in response to this ever-changing and 
dynamic commercial environment. 
 
This study therefore explored a model that will help increase employee productivity, 
focusing on the manufacturing industry for this study, specifically targeting the blue-
collar employees. 
 
1.2 PROBLEM STATEMENT 
 
As has been highlighted above, companies are facing unprecedented pressure to 
remain globally competitive in this dynamic commercial environment. In order to do so, 
they need to enhance the creativity and innovation levels of their employees (since 
creativity and innovation levels are the source of competitive advantage) through 
effective strategies so that employee productivity can be improved (Preenen et al., 
2015).  Companies that are forward-thinkers are coming to terms with the fact that 
ignoring this pressure represents a significant risk while responding proactively presents 
an emerging opportunity (Moreland, 2013).  So in an attempt to adjust to these 
circumstances, the companies are looking for ways to enhance the creativity and 
innovation levels of their employees (Moreland, 2013). 
 
There is compelling evidence highlighting the fact that employee productivity has been 
declining.  Productivity statistics that were announced by the Deputy Minister of Labour, 
Nkosi Patekile Holomisa, in his speech at the Productivity Statistics Launch held at 
Midrand Conference Centre in 30 September 2014, indicated that South Africa is in dire 
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need to increase its competitiveness and productivity since the unemployment rate is 
currently lurking at about 25% (Ramutloa, 2014).  Frye (2006) discusses this alarming 
rate of unemployment and poverty in South Africa despite the country’s status as an 
upper middle income country.  In recent years, South Africa’s unemployment levels 
have risen to unacceptable levels, the Eastern Cape having the third highest 
unemployment levels out of all the nine South African provinces (Statistics SA, 2012).  
Most of these unemployed people are the youth of South Africa.  This is ominous for the 
country, as it implies a bleak economic future.  
 
The Global Competitiveness Report 2013-2014 assessing the competitiveness of 148 
economies, rated South Africa at number 53 (Schwab, 2013).  The World 
Competitiveness Yearbook (2014), which derives its results from an Executive Opinion 
Survey, rated South Africa number 52 out of 60 countries.  Productivity statistics (2013) 
that were released by Productivity SA, highlighted the following (Productivity SA, 2013): 
 
 The Gross Domestic Product growth rate of South Africa declined by 1.9% in 
2013, compared to a decline of 2.5% in 2012; 
 
 Within the private sector, the tertiary sector performed remarkably with a 
contribution of 61.5% of the total real output of our economy.  This sector was 
inclusive of transport, communication, wholesale, retail, catering and 
accommodation, finance and real estate; 
 
 There was an increase in the real output growth in the agriculture, forestry and 
fishery sectors even though there was a decline in employee productivity.  In 
addition to the decline in employee productivity, there was a negative growth rate 
in capital input with the implication that labour was not empowered enough to 
increase employee productivity; 
 
 Productivity indicators in the mining sector revealed that for the sector to improve 
on real output, additional labour is required, meaning that the sector has been 
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operating below its optimal efficiency in 2013.  This was highlighted as an area 
that needed urgent improvement;  
 
 The productivity indicators for the manufacturing sector showed that the decline 
in its real output growth rate was mainly due to a decrease in multifactor 
productivity in 2013 where both labour and capital share declined, and 
 
 In 2012 and 2013, the electricity, gas and water sector was under pressure and 
this was reflected in the productivity indicators.  Moreover, there was a lower 
growth in compensation of employees in 2013 compared to 2012 in relation to 
labour input growth suggesting there was a reduction in the number of highly 
paid employees. 
 
These statistics highlight the extent of the problem and are essential in emphasising 
how an improvement in productivity in the private and public sectors could help 
stimulate the economy with benefits such as the creation of jobs.  These statistics are 
so crucial that they cannot be ignored but must be acted upon because it is evident that 
South Africa needs to improve its competitiveness position and in the process ensure 
that the improvement is translated into improved national productivity.   
 
Since the one aspect that has not been extensively researched in the context of 
employee productivity is creativity (Joo, McLean and Yang, 2013), the problem this 
study wants to address is the increase of employee productivity through the 
enhancement of creativity and innovation.  To facilitate this investigation, this study is 
aiming to examine the influence of an organisation’s work climate, rewards, employee 
creativity, self-esteem and performance intentions on employee productivity.  Through 
the enhancement of the employees’ creativity and innovation, the companies can then 
be able to increase their competitiveness and will improve their employee productivity 
which will translate into improved national productivity. 
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This study will be focusing on employee productivity within the manufacturing industry, 
specifically targeting the blue-collar employees.  Chang, Chan, Gudmundsson and 
Sawang (2011) concur that blue-collar employees make the majority contribution to the 
success of an organisation and are the core driver to the growth of a country’s 
economy.  A lot of research has been done on white-collar employees, hence this 
research focuses on blue-collar employees.  According to Chang et al. (2011), by 
enhancing the understanding of creativity enhancement among blue-collar employees, 
managers will be able to increase employee productivity. 
 
1.3 CONCEPTUAL FRAMEWORK TO INCREASE EMPLOYEE PRODUCTIVITY 
 
The literature that was reviewed suggests that focus be given to the following 
independent variables in order to increase employee productivity: 
 
1.3.1 Rewards 
 
Rewards play a very important role in the process of inspiring creativity in employees 
(DuBrin, 2013). Rewards are important for the mobilisation of organisational 
commitment for successful strategy execution (Thompson, Strickland and Gamble, 
2005 cited in Arnolds, Boshoff, Mazibuko and Klemz, 2010).  Based on this explanation, 
rewards were investigated in this study as being influential to employee productivity. 
 
1.3.2 Climate for creativity and innovation 
 
The climate for creativity and innovation, according to Somech and Drach-Zahavy 
(2013) can be appreciated as an environment where it is safe to speak up and take 
risks that complement the implementation of creativity without a doubt.  Employees 
have creative ideas naturally, but the enhancement of these ideas can be stunted if the 
climate of the organisation is not conducive to creativity and innovation (Woods, 2013).  
The climate for creativity and innovation was therefore investigated in this study as a 
contributory factor in employee productivity. 
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1.3.3 Employee creativity 
 
Creativity is the process, the results and products resulting from the attempt to develop 
and introduce new and improved ways of doing things.  It has become a critical 
component of organisational performance, success and long-term survival (Anderson, 
Potocnik and Zhou, 2014).  For products and results to be viewed as creative, they must 
be unique relative to others that are available to the organisation and in addition to that 
they must contain the potential to create value for the organisation.  Employee creativity 
is therefore explored as a factor that influences employee productivity. 
 
1.3.4 Self-esteem 
 
Self-esteem, according to Battle (1992 cited in Coetzee and Potgieter, 2014, p.69), is 
referred to as “the people’s general perceptions of, and feelings about, their worth.”  
General self-esteem is a critical psychological attribute that is of fundamental value in a 
person’s daily experience seeing that it reflects and affects an individual’s interpretation 
of the environment and the people with whom they interact (Janeiro, 2010 cited in 
Coetzee and Potgieter, 2014).  Moreover, self-esteem is regarded as the predictor of 
human behaviour (Gray-Little and Hafdahl, 2000 cited in Coetzee and Potgieter, 2014) 
and is a measure of a person’s expectations of positive events and the person’s 
motivation to approach objects and other people (Coetzee and Potgieter, 2014). 
 
1.3.5 Performance intent 
 
Performance intent can be appreciated as the extent to which an employee wants to 
perform to the best of his/her ability and meet their individual and organisational goal.  
Hendershot (2013) agrees with this by saying “If people are in sync with strategies of 
their organisation – if they really live them and participate in creating them – they are 
motivated to put in extra effort.”  Based on this definition one can deduce that 
performance intent is a central contributory factor as it pertains to employee 
productivity. 
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Figure 1.1 shows the dependent variable (employee productivity) and the independent 
variables (rewards, climate for creativity and innovation, employee creativity, self-
esteem and performance intent) that might influence employee productivity. 
 
FIGURE 1.1: CONCEPTUAL FRAMEWORK TO INCREASE EMPLOYEE 
PRODUCTIVITY 
         
             
  H1     H3    H6 
R       
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1.4 RESEARCH OBJECTIVES 
 
The primary research objective of this study was to develop a creativity model that could 
be used to increase employee productivity in firms, especially among blue-collar 
employees.  More specifically, the study investigated the relationship between rewards, 
climate for creativity and innovation, employee creativity, self-esteem, performance 
intent with employee productivity. 
 
The following secondary research questions were pursued in order to achieve the 
primary research objective:  
Rewards 
Creativity 
and 
Innovation 
climate 
Creativity 
Self-
esteem 
Performance 
intent 
Employee 
Productivity 
8 
 
i. Which of the independent variables (rewards, climate for creativity and 
innovation, employee creativity, self-esteem and performance intent) has 
the strongest influence on employee productivity? 
 
ii. Which rewards will help foster employee creativity? 
 
iii. How should a climate conducive to creativity and innovation be created? 
 
To achieve the above-mentioned objectives, the following research design objectives 
were pursued:  
 
i. To conduct a secondary literature review on the variables and on the 
hypothesised relationships that were in question; 
 
ii. To construct a questionnaire in order to measure the relationships 
between the independent variables and the dependent variable; 
 
iii. To distribute questionnaires to employees in selected manufacturing 
companies in Port Elizabeth in order to collect data on the variables in 
question; 
 
iv. To capture the data in Microsoft Excel format in order for statistical 
analyses to be conducted on it; 
 
v. To analyse the data statistically using the STATISTICA software program;  
 
vi. To document and interpret the empirical results and 
 
vii. To draw conclusions from the results and to integrate them with previous 
studies reported in the literature review. 
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1.5 HYPOTHESES 
 
The following hypotheses were formulated based on past research to investigate the 
relationships between the variables in the conceptual framework.  The literature 
supporting these hypothesised relationships is reported in Chapter 2. 
 
H1: There is a positive relationship between rewards and creativity.  
 
H2: There is a positive relationship between a creativity and innovation climate and 
creativity.  
 
H3: There is a positive relationship between creativity and self-esteem.  
 
H4: There is a positive relationship between creativity and performance intent.  
 
H5: There is a positive relationship between self-esteem and performance intent. 
 
H6: There is a positive relationship between self-esteem and employee productivity. 
 
H7: There is a positive relationship between performance intent and employee 
productivity. 
 
H8: There is a positive relationship between creativity and employee productivity. 
 
 
 
 
 
 
 
 
10 
 
1.6 RESEARCH METHODOLOGY 
 
1.6.1 Research paradigm 
 
This study was located in the quantitative or positivistic paradigm as statistical analyses 
were conducted to investigate the hypothesised relationships outlined above.  
Descriptive statistics (standard deviations, frequency scores, means and percentages) 
were also calculated for the investigation of the prevalence levels of the latent variables 
with the study sample. 
 
1.6.2 The sample 
 
Convenience sampling was used to target 100 employees from various manufacturing 
companies in Port Elizabeth.  The sample included the blue-collar employees of the 
various companies.  The selection of the sample took into account the demographic 
variables like age, gender, educational level, job experience and tenure.  A 
questionnaire was distributed and accompanied by a covering letter to collect data from 
the selected sample group of blue-collar employees.  Confidentiality and anonymity 
were maintained throughout the data collection process.  The questionnaires were 
distributed by contact persons in the various companies, who also collected and 
returned the completed questionnaires to the researcher.  
 
1.6.3 The measuring instruments 
 
A questionnaire was developed by the researcher specifically to gather the necessary 
data for this study.  A covering letter that contained the purpose and importance of this 
study was attached to the questionnaire.  The covering letter was included to inform and 
assure the respondents of their anonymity, confidentiality and the freedom to decide to 
participate or not (see Annexure 1 for the covering letter). 
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The questionnaire used in this study was divided into three sections.  Section A 
consisted of research questions pertaining to all the variables, except for rewards.  
Section B consisted of the research questions pertaining to the rewarding of creativity 
and innovations.  Section C consisted of questions pertaining to the demographic data 
required for the study.   
 
The measuring instruments used to measure self-esteem were adopted from the 
literature study by Rosenberg (1965).  The measuring instruments used to measure 
productivity were self-constructed based on the literature study by Viljoen, Kruger and 
Saayman (2014).  The measuring instruments used to measure creativity were adopted 
from the literature study by Coelho and Augusto (2010).  The measuring instruments 
used to measure rewards were adopted from the literature study by Naidoo (2012) and 
from the Workforce website xa.yimg.com.  The measuring instruments used to measure 
performance intent were adopted from the literature study by Lodahl and Kejner (1965).  
Lastly, the measuring instruments used to measure climate for creativity and innovation 
were adopted from the literature study by DuBrin (2013).  All responses on the latent 
variables were anchored on a five-point Likert scale instrument ranging from (1) strongly 
disagree to (5) strongly agree (see Annexure 2 for the measuring instruments). 
 
1.7    DEFINITION OF CONCEPTS 
 
The following are key concepts and definitions used in this study: 
 
Employee productivity 
  
For the purposes of this study employee productivity is defined as the amount of output 
produced by an hour’s worth of work (Siegel, 2015). 
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Rewards 
 
Rewards for the purposes of this study refer to incentives that are used as motivators of 
employee productivity. 
 
Climate for creativity and innovation 
 
Climate for creativity and innovation for the purposes of this study refers to a work 
environment that is safe for employees to speak up and be able to take risks and in turn 
enhance the implementation of creativity in an individual (Somech and Drach-Zahavy, 
2013). 
 
Employee creativity 
 
Employee creativity for the purposes of this study refers to the process, results and 
products resulting from attempting to develop and introduce new and improved ways of 
doing things (Anderson et al., 2014). 
 
Self-esteem 
 
Self-esteem for the purposes of this study refers to “the people’s general perceptions of, 
and feelings about, their worth” (Coetzee and Potgieter, 2014). 
 
Performance intent 
 
Performance intent for the purposes of this study refers to the extent an employee 
wants to perform to the best of his/her ability and meet their individual and 
organisational goal. 
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Companies, firms and organisations 
 
These terms are used interchangeably for business firms in the private sector.  Where 
relevant, these terms refer to business firms. 
 
1.8 OUTLINE OF THE STUDY 
 
This study is outlined in the following five chapters: 
 
Chapter 1: Scope of the study 
 
This chapter delineates the introduction, problem statement, research objectives, 
hypotheses, research methodology, definition of concepts and the brief outline of the 
study 
 
Chapter 2: Literature review 
 
This chapter provides a literature review on the conceptualisations, nature and the 
importance of employee productivity.  The chapter also gives an outline of the 
theoretical frameworks that are of relevance to this study and which the researcher has 
used as the basis for argument and discussion.  Also presented are the findings and 
information that were presented in past research as well as the theoretical foundations 
of the hypothesised relationships of this study. 
 
Chapter 3: Research methodology and empirical results 
 
This chapter provides a discussion of the research design of this study with specific 
reference to the research paradigm, the sample, the data collection method used as 
well as the validity and reliability of the measuring instruments.  It also deals with the 
documentation, multiple regression analysis of the empirical results pertaining to this 
study. 
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Chapter 4: Descriptive statistics – Empirical results 
 
This chapter gives a report on the empirical results with regard to descriptive statistics 
that emanated from the various statistical data analyses. 
 
Chapter 5: Findings, conclusions and recommendations 
 
In this chapter, empirical findings are summarised and discussed based on the 
relationships that were tested.  In addition to that, conclusions are then drawn with 
regard to the implications of these findings and recommendations are made.  The 
chapter also reports on the limitations of the study and highlights the areas for future 
research. 
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CHAPTER 2 
 
A MODEL TO INCREASE EMPLOYEE PRODUCTIVITY 
 
2.1 INTRODUCTION 
 
In this dynamic business world where organisational change is in peak acceleration, 
competitiveness has intensified and most manufacturing organisations are forced to 
operate within a volatile business environment (Olukayode, 2013).  No organisation, no 
matter which industry, can perform at their optimum without having employees that 
pledge commitment to the achievement of the corporate goals and objectives.  That 
being said, the success of any organisation, no matter what the size, depends 
substantially on how the organisation builds commitment in its employees.  Nawab and 
Bhalti (2011, as cited in Olukayode, 2013), say that employees that are committed are 
the usual contributors and performers in the enhancement of organisational productivity.  
This means that organisations should seek employees who are willing to go the extra 
mile and work beyond what is expected. 
 
This chapter aims to analyse and review the findings of the literature on the factors that 
influence employee productivity.  It starts by defining productivity and the importance 
thereof.  It then defines employee productivity specifically and discusses how it is 
measured and what its determinants are.  Lastly, the hypothesised model, to increase 
employee productivity, is discussed and graphically illustrated. 
 
2.2 PRODUCTIVITY 
 
Productivity is a concept that has immense importance for business firms because it is 
literally a matter of survival for them.   It is commonly defined as “how much output is 
obtained from a given set of inputs” (Syverson, 2011, p.329).  At an organisational and 
industry level, productivity creates more competition which translates into organisational 
and industry growth (Arraya and Pellissier, 2013).                                 
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Moreover, Arraya and Pellissier (2013) also state that at a personal level, productivity 
leads to improvements in the quality of life of the individual, more luxury time and 
advancement within an organisation.  Productivity enables different institutions to do 
different things, the country to upgrade its infrastructures, clean up the environment and 
provide better care for the poor.  Productivity enables organisations to create 
employment opportunities and enhance support for social causes (Productivity SA, 
2013).   
 
Productivity is also considered as a major source of economic growth and features as 
the basic statistical information for a lot of international comparisons and country 
performance assessments.  Productivity data is often used when investigating the 
impact of product and labour market regulations on economic performance.  It also 
allows analysts to determine capacity utilisation, which results in being able to gauge 
the position of economies in the business cycle and in forecasting economic growth 
(OECD, n.d.).   
 
In order for income levels in most developing countries, like South Africa, to catch up 
with developed countries, productivity needs to be boosted.  To continue developing, 
African economies must turn to high-productivity and job-intensive activities.  To realise 
gains in productivity and competitiveness it is imperative that there is investment in 
education, technology, creativity and innovation and entrepreneurship (Sood and Basu, 
2013).   
 
Employee productivity in particular is an extremely important measure of organisational 
performance and competitiveness and creativity and innovation are widely considered 
as the fundamental sources of competitive advantage in today’s fast evolving 
commercial environment (Preenen et al., 2015).  It is crucial for companies to come up 
with effective ways to enhance employee productivity and creativity and innovation 
because it has been stated that innovation capability is an important determinant of 
company performance (Preenen et al., 2015).  In response to this dynamic commercial 
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environment, companies therefore have to find creative ways to flexibly arrange their 
labour needs so as to adjust to these circumstances. 
 
The Deputy Minister of Labour, Nkosi Patekile Holomisa, in his speech at the 
Productivity Statistics Launch held at Midrand Conference Centre on 30 September 
2014, emphasised the fact that South Africa faces a myriad of challenges, the issue of 
unemployment being one that needs urgent attention.  He said that there is a crucial 
need to increase the competitiveness and productivity of South Africa, looking at the 
unemployment rate that is currently sitting at about 25% (Ramutloa, 2014).  The Global 
Competitiveness Report 2013-2014 which assesses the competitiveness landscape of 
148 economies, rated South Africa at number 56 (Schwab, 2013).  However, the World 
Competitiveness Yearbook (2014) that is published by the Switzerland’s Institute of 
Management Development, rated South Africa number 52 out of 60 countries in terms 
of competitiveness.   
 
The productivity statistics 2013 highlights that were released by Productivity SA (2013) 
are the following: 
 
 The Gross Domestic Product (GDP) growth rate of South Africa declined by 1.9% 
in 2013 compared to the 2.5% of 2012.  There was a marked improvement in the 
GDP growth rate of the primary sector together with growth in the construction 
sector relative to other factors; 
 
 Within the private sector, the tertiary sector performed remarkably with a 
contribution of 61.5% of the total real output of our economy.  Other performers 
in this sector were transport, communication, wholesale, retail, catering and 
accommodation, finance and real estate; 
 
 The increase in the real output growth in the agriculture, forestry and fishery 
sectors was noteworthy because it occurred despite the decrease in employee 
productivity.  The drop in employee productivity was accompanied by a negative 
18 
 
growth rate in capital input implying that employees were not empowered enough 
to increase employee productivity; 
 
 The relationship between the productivity indicators in the mining sector 
highlights the fact that in order for the sector to improve on real output, additional 
labour is required, which means that the sector operated below its optimal 
efficiency in 2013.  This is an area that needs urgent improvement; 
 
 The productivity indicators for the manufacturing sector show that the decline in 
its real output growth rate was mainly due to a decrease in multifactor 
productivity in 2013, where both labour and capital share declined, and 
 
 In 2012 and 2013, the electricity, gas and water sector was under pressure and 
this was reflected in the productivity indicators.  There was also a lower growth in 
compensation of employees in 2013 compared to 2012 in relation to labour input 
growth, suggesting there was a reduction in the number of highly paid 
employees. 
 
TABLE 2.1: WHAT MAKES PRODUCTIVITY IMPORTANT 
Country Organisation Individual 
Upgrading the infrastructure Creating employment Job security 
Cleaning up the 
environment 
Investing in advanced 
technology 
Better opportunities 
Providing more and better 
social services 
Providing better pay and 
working environments 
Better wages 
Providing better care for the 
poor, disabled and others 
Increasing contributions to 
society with a higher tax 
quantum 
Greater social mobility 
Better quality of life 
Source: Productivity SA (2013) 
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These statistics are extremely crucial in understating how an improvement in 
productivity in the private and public sectors could help stimulate the economy with 
benefits such as the creation of jobs.  These statistics cannot be ignored but have to be 
acted upon because it is clear that South Africa needs to improve its competitive 
position and in the process ensure that the improvement is translated into improved 
national productivity.  Table 2.1 above summarises the points that make productivity 
important. 
 
2.2.1 Employee productivity 
 
Productivity by its very nature is multidimensional, so there are various types of it.  This 
study will focus specifically on employee productivity.  Employee productivity as defined 
by Preenen, et al. (2015, p.3), is “the value added per full-time employee for companies” 
and is a crucial and dynamic measure of both organisational performance and 
competitiveness.  The definition that this study will adopt is the one stated by Siegel 
(2015, p.58) that says employee productivity is the “amount of output produced by an 
hour’s worth of work.”  The Financial Dictionary completes this definition by stating that 
employee productivity measures the hourly productive output for a country’s economy 
during a period of time and GDP is known as the measure of output.  The Financial 
Dictionary also explains further that a country’s employee productivity is the end product 
of technological innovation, labour resources and capital investment.  Employee 
productivity is the most crucial variable that affects real wages and the standard of living 
and is sometimes used to compare different countries to determine which is more or 
less productive than the other (Siegel, 2015).  Though the Financial Dictionary 
describes employee productivity at a country level, in this study the focus is on 
employee productivity within the manufacturing industry, specifically targeting the blue-
collar employees. 
 
Blue-collar employees are a major contributor to the success of an organisation and a 
main driver to the growth of a country’s economy (Chang et al., 2011). Extensive 
research has been done on white-collar employees, hence research on blue-collar 
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employees is needed.  According to Chang et al. (2011), by enhancing the 
understanding of creativity enhancement among blue-collar employees, managers will 
be able to improve employee productivity. 
 
2.3 INCREASING EMPLOYEE PRODUCTIVITY 
 
Increasing productivity is of national importance because, for a society to increase its 
standard of living, it must first increase productivity (Krugman, 1994).  When productivity 
increases or is improved, then profits increase and those profits can be used to pay for 
wage increases which help curb inflation (Inman, 2015; Siegel, 2015).  In order to 
improve employee productivity in organisations, it was necessary to measure the 
concept.  
 
2.3.1 Measuring employee productivity 
 
Employee productivity is very useful as a measure because it relates to the single most 
critical factor of production, is intuitively appealing and is relatively easy to measure. 
Employee productivity, as a key determinant of living standards, is measured as per 
capita income, and from this perspective is of significant policy relevance.  It, however, 
only partially reflects the productivity of labour in terms of the personal capacities of 
workers or the intensity of their efforts.  Employee productivity reflects how labour is 
combined with other factors of production efficiently, how many of these other inputs are 
available per worker and how rapidly technical change proceeds (Measuring 
Productivity OECD Manual, 2001).  This then makes employee productivity a good 
starting point when analysing some of these factors.  
 
Productivity poses a challenge when it comes to measuring because it is difficult to 
measure and can only be measured indirectly by measuring other variables and then 
calculating productivity from them.  There are various productivity measures.  The 
choice of measurement depends on the purpose of productivity measurement and more 
often on the availability of data.   Most productivity measures can be classified as single 
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factor productivity measures, which reflect a measure of output to a single measure of 
input or multifactor productivity measures which reflect a measure of output to a bundle 
of inputs.  Multifactor productivity measures the residual growth that cannot be 
explained by the rate of change in the services of labour, capital and intermediate 
outputs, and is often interpreted as the contribution to economic growth made by factors 
such as technical and organisational creativity and innovation (OECD, n.d.).   
 
TABLE 2.2: OVERVIEW OF MAIN PRODUCTIVITY MEASURES 
 Type of Input Measure 
Type of output  Labour Capital Capital-labour Capital-labour-
energy-
materials 
Gross output Employee 
productivity 
(based on 
gross output) 
Capital 
productivity 
(based on 
gross output) 
Capital-labour 
multifactor 
productivity 
(based on 
gross output) 
Capital-labour-
energy-
materials 
multifactor 
productivity 
Value added Employee 
productivity 
(based on 
value added) 
Capital 
productivity 
(based on 
value added) 
Capital-labour 
multifactor 
productivity 
(based on 
value added) 
 
 
- 
 Single factor productivity 
measures 
Multifactor productivity 
measures 
Source: Measuring Productivity OECD Manual (2001, p.13)  
 
Another distinctive comparison of relevance to the industry or firm level, is between 
productivity measures that relate some measure of gross output to one or several inputs 
and those which use a value-added concept to capture movements of output (Syverson, 
2011).  Employee productivity is the most common measure of single factor productivity, 
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even though capital or materials productivity measures are sometimes used (Measuring 
Productivity OECD Manual, 2001). 
 
Table 2.2 illustrates the most frequently used productivity measures. These are 
measures of labour and capital productivity, and multifactor productivity measures, that 
are either in the form of the capital-labour multifactor, based on a value-added concept 
of output, or in the form of the capital-labour-energy-materials multifactor, based on a 
concept of gross output.  Among these measures, value-added based employee 
productivity is the single most frequently computed productivity statistic, followed by the 
capital-labour multifactor and the capital-labour-energy-materials multifactor (Measuring 
Productivity OECD Manual, 2001). 
 
2.3.1.1  Employee productivity as per gross output 
 
The formula for employee productivity based on gross output is: 
 
Quantity index of gross output 
Quantity index of labour input 
 
Changes in employee productivity are a reflection of the influences of changes in 
capital, intermediate inputs, including technical, organisational and efficiency change 
within and between companies, the influence of economies of scale, varying degrees of 
capacity utilisation and measurement errors (Measuring Productivity OECD Manual, 
2001).   
 
Employee productivity is only partially reflective of the productivity of labour in terms of 
the personal capacities that employees possess or the intensity of their effort. The ratio 
between output and labour input depends to a large degree on the presence of other 
inputs, as alluded to above (Measuring Productivity OECD Manual, 2001).  When 
employee productivity is measured as gross output per unit of labour input, its growth is 
dependent on how the ratio of intermediate inputs to labour changes.  Gross-output 
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based employee productivity increases as a result of outsourcing and decreases when 
in-house production replaces purchases of intermediate inputs. Clearly, this is not 
reflective of a change in the individual characteristics of the workforce, nor is it 
necessarily reflective of a shift in technology or efficiency.  Although some efficiency 
gain should be expected as a consequence of input substitution, it cannot be captured 
by the measured change in employee productivity.  Multifactor Productivity measures 
are required for this purpose (Measuring Productivity OECD Manual, 2001). 
 
Productivity measures reflect the combined effects of changes in capital inputs, 
intermediate inputs and overall productivity, and because of that they do not leave out 
any direct effects of technical change, be they embodied or disembodied.  The effect of 
changes in capital inputs operates via capital goods and intermediate inputs and so 
affects employee productivity; the effect of changes in overall productivity generally 
enhances production possibilities for a given set of inputs and so also affects employee 
productivity (Measuring Productivity OECD Manual, 2001).  
 
2.3.1.2  Employee productivity based on value added 
 
The formula for employee productivity based on value-added is: 
 
Quantity index of value added 
Quantity index of labour input 
 
Similarly to employee productivity based on gross output, changes in employee 
productivity are a reflection of the influences of changes in capital, intermediate inputs, 
including technical, organisational and efficiency change within and between 
companies, the influence of economies of scale, varying degrees of capacity utilisation 
and measurement errors (Measuring Productivity OECD Manual, 2001).  Employee 
productivity is only partially reflective of the productivity of labour in terms of the 
personal capacities that employees possess or the intensity of their effort. The ratio 
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between output and labour input depends to a large degree on the presence of other 
inputs, as alluded to above (Measuring Productivity OECD Manual, 2001). 
 
When employee productivity is compared based on gross output, its growth is less 
dependent on how the ratio of intermediate inputs to labour changes. Gross-output 
based employee productivity increases as a result of outsourcing and decreases when 
in-house production replaces purchases of intermediate inputs.  The first effect raises 
measured employee productivity; the second effect reduces it.  Thus, value-added 
based employee productivity measures tend to be less sensitive to processes of 
substitution between materials plus services and labour than gross-output based 
measures (Measuring Productivity OECD Manual, 2001). 
 
Clearly, this is not reflective of a change in the individual characteristics of the 
workforce, nor is it necessarily reflective of a shift in technology or efficiency.  Although 
some efficiency gain should be expected as a consequence of input substitution, it 
cannot be captured by the measured change in employee productivity. Multifactor 
productivity measures are required for this purpose (Measuring Productivity OECD 
Manual, 2001). 
 
Productivity measures reflect the combined effects of changes in capital inputs, 
intermediate inputs and overall productivity, and because of that they do not leave out 
any direct effects of technical change, be they embodied or disembodied.  The effect of 
changes in capital inputs operates via capital goods and intermediate inputs and so 
affects employee productivity; the effect of changes in overall productivity generally 
enhances production possibilities for a given set of inputs and so also affects employee 
productivity (Measuring Productivity OECD Manual, 2001).  
 
According to OECD (n.d.), one other widely used measure of productivity is GDP per 
hour worked.  GDP captures the use of labour inputs much more efficiently than just the 
output per employee.  The OECD Annual Accounts database is the default source for 
total hours worked, even though for most countries other sources are consulted (OECD, 
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n.d.).  There are still statistical problems that are experienced regarding the 
measurement of hours worked, despite the progress and efforts that are made in this 
area.  The measurement of labour inputs should be taking into account differences in 
employees’ educational achievements, skills and experience.  The Organisation for 
Economic Development (OECD) has started to develop adjusted labour input measures 
accordingly (OECD, n.d.). 
 
2.3.2 Determinants of employee productivity 
 
The aim of this study is to determine a creativity model to increase employee 
productivity.  Taking into consideration the perceived general low levels of employee 
productivity in the South African economy, this study seeks to serve as a further 
contribution to the understanding of the employee productivity debate where a wide 
range of employee attributes are considered.  Past research has identified the following 
determinants of employee productivity: 
 
2.3.2.1 Age, educational level and gender 
 
Research according to Van Zyl (2014) says that higher levels of competition among 
employees create positive productivity spill-over effects and that employee productivity 
can be improved when high levels of age similarity exist.  Van Zyl (2014) further 
indicates that the numerous diversity concepts such as age, educational level and 
gender require that there be different measures such as typology measurements, 
standard deviations, various dissimilarity measures and measurable outcome variables. 
 
Alesina and Ferrara (2005 cited in Van Zyl, 2014) are of the opinion that once 
employees with similar attributes; that is, gender, age and education are in the minority 
the impact on employee productivity will be negative and that a positive impact on 
employee productivity becomes possible if all the employees regard diversity attributes 
as a common good at work.  Employee diversity does not create employee productivity 
benefits for the organisation per se, but those employees with similar ages and skills at 
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work do exude positive employee productivity effects (Weis, 2007 cited in Van Zyl, 
2014). 
 
Llmakunnas and Llmakunnas, (2011) as cited in Van Zyl (2014), say there is an 
indication of a possible negative relationship between educational diversity and 
productivity.  However, they argue that the wide spread of education and training levels 
limits the positive employee productivity spill-over effects that employees with higher 
levels of education and training can generate.  Van Zyl (2014) concludes by saying that 
if the complementarity of different skills and other diversity attributes is met, then a 
diversified workforce should contribute to positive employee productivity levels and 
when employees with different productivity levels are put together in the same work 
environment, peer pressure enhances positive productivity levels. 
 
The main conclusions are that a less age-diverse workforce, higher education levels, 
greater levels of gender diversity and a more racially diverse workforce are pre-
requisites for higher real remuneration and employee productivity benefits (Van Zyl, 
2014). 
 
2.3.2.2 Job satisfaction 
 
Bamigbose (2006 cited in Jimoh and Quadri, 2013, p.818), defines job satisfaction as 
the “enjoyment that a worker derives from doing a particular unit of job.”  Jimoh and 
Quadri (2013) say that job satisfaction is so crucial that if it is absent it often leads to 
lethargic behaviour and reduced organisational commitment which in turn translates to 
unproductivity.  When needs are not met it frustrates employees and the unmet needs 
will continue to influence their behaviour until they are satisfied.  The Hertzberg 
motivation-hygiene theory addresses directly the issues of job satisfaction and 
dissatisfaction which arise due to the absence of hygiene factors like salary, job 
security, quality of supervision and working conditions, to name but a few (Werner, 
2013).  Hertzberg’s motivation-hygiene theory states that each employee has two sets 
of needs: motivator and hygiene needs.  Motivator needs are those that are associated 
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with the work itself and the challenges being presented by the job, such as job 
autonomy, interesting work.  Hygiene needs are those that are associated with the 
physical and psychological context by which the work is performed, such as working 
conditions, job security (Werner, 2013).  
 
Job satisfaction is a predictor of how much pressure and stress an individual can 
withstand while on the job (Jimoh and Quadri, 2013).  If the employees are enjoying 
their job, they will be more effective in their job and will handle the daily stress 
comfortably.  When employees derive satisfaction from their job, they will have a 
positive attitude towards it and will ensure that their productivity is maximised (Mafini 
and Pooe, 2013).  There is a positive relationship between job satisfaction and 
productivity because if steps are taken to improve job satisfaction, overall success of 
the organisation is enhanced and the results reflect enhanced employee productivity 
amongst other things (Mafini and Pooe, 2013).  It is for this reason that job satisfaction 
has thus been widely recognised as a predictor of productivity in organisations. 
 
2.3.2.3 Financial incentives and remuneration  
 
Financial incentives and remuneration are factors rated as the most important of 
motivation factors leading to employee productivity (Fabusoro, Awotunde, Sodiya and 
Alarima, 2008).  The Hertzberg theory speaks of the need for a favourable work climate 
that comprises an enriched job rather than pay and of supervision and other 
environmental factors being the key to motivation and job satisfaction which leads to 
employee productivity (Fabusoro et al., 2008). 
 
According to Werner (2013), employees work harder and perform better if motivated 
and satisfied with their jobs.  This means managers need to know what motivates their 
staff in order to manage them more effectively, minimise the employees’ frustration and 
boost their morale.  The identification of the employees’ motivation needs on a regular 
basis helps to provide meaningful and motivational financial incentives and 
remuneration.  Staff welfare, when packaged properly, serves as an incentive to work 
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and sustain commitment of staff, and creates a good working relationship between the 
staff and the employers.  Investing in proper selection and training of supervisors is the 
most critical step in improving staff motivation and in turn improving employee 
productivity (Fabusoro et al., 2008). 
 
2.4 THE HYPOTHESISED MODEL TO INCREASE EMPLOYEE PRODUCTIVITY IN 
THE PRESENT STUDY 
 
One aspect that has not been extensively researched in the context of employee 
productivity is creativity (Joo, McLean and Yang, 2013).  This study is hypothesising 
that an organisation’s work climate and rewards influence the creativity of employees, 
the latter (creativity) influences their self-esteem and performance intentions, which in 
turn influences the productivity of employees.  This study also wants to explore the 
notion that creativity directly influences productivity without self-esteem and 
performance intent being the mediating links.  Lastly, this study wants to explore the 
influence of self-esteem on performance intent.   
 
A study done by Mafini and Pooe (2013) suggests that an increase in creativity inspires 
an increase in the organisation’s employee productivity.  It reveals that employee 
creativity is critical for improving employee productivity and is a crucial driver of 
sustainable organisational growth through innovation (Hogan, 2003 cited in Mafini and 
Pooe, 2013).  From this research one can deduce that there is merit in giving the issue 
of creativity special attention when an organisation is experiencing employee 
productivity problems. 
 
2.4.1 The relationship between the creativity and innovation climate, rewards 
and creativity 
 
Madjar, Greenberg and Chen (2011) as cited in Anderson et al. (2014), discovered that 
the willingness of an individual to take risks, career commitment, and resources for 
creativity are associated with radical creativity.  DuBrin (2013) elaborates and says “no 
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risk, no reward.”  Nothing big is ever won by being a bit better than the competition, but 
through the understanding that most new ideas fail and part of taking risks involves 
being willing to go down blind alleys (DuBrin, 2013).  Waples and Friedrich (2011) say 
that being creative requires not only the opportunity to take risks but the ability to be 
allowed to fail.  Cerne, Jaklic and Skerlavaj (2013) emphasise that employees must be 
able to take the risk of openly proposing new ways of working and to come up with 
alternative problem solving.  A climate where it is safe to speak up and take risks 
arguably complements the implementation of creativity (Somech and Drach-Zahavy, 
2011).  With that being said, DuBrin (2013) advises that the individual and organisation 
recognise the subtle opportunities when ideas fail. 
 
Employees are already born with the ability to come up with creative ideas, but the 
growth of those ideas is stunted if the organisational climate is not conducive (Woods, 
2013).  It then becomes crucial that a specific and intentional climate be created that 
inspires the employees to be creative (Woods, 2013).  Woods (2013) suggests that the 
creation of an organisational climate starts with the mindset of the leader, because 
everything in an organisation is moulded by how the leader thinks.  De Jager (2007) 
describes clearly the leadership practices that must be established in an organisational 
climate in order for creativity to be enhanced and they are the following: 
 
 There needs to be organisational support for creativity, especially that of senior 
management.  It is imperative that managers enact that support and not merely 
articulate it; 
 
 Employees need to be encouraged and reassured that it is safe to think 
creatively.  They must know that their ideas will not be criticised or that they will 
not be punished for thinking creatively; 
 
 People need to be allowed to spend time on their projects or concepts so that 
they can research and develop them extensively; 
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 An atmosphere of enjoyment and fun needs to be encouraged because creativity 
can be enhanced immensely if the participants are enjoying themselves; 
 
 There needs to be enough supply of time and money because they are the most 
vital resources for enhancing creativity, and. 
 
 There must be an effective design of work groups.  Work groups are creative 
when they have a diversity of backgrounds and perspectives. 
 
Creelman (2013) says that organisations need to create protected spaces where 
creativity can be unleashed.  There are many people in organisations who have 
creativity skills, but what they are lacking is the time or the protected environment 
(Creelman, 2013).  According to Creelman (2013), the solution to creativity is in the way 
the company organises itself, not in training people to think out of the box.  The 
organisation needs to hire the right people who are well matched to their positions from 
the start and needs to ensure that the employees are kept engaged through continuous 
professional development to maintain the creativity levels (Moreland, 2013). 
 
Drawing from Human Resources Management (HRM), organisational and creativity 
research, it is believed that internal labour flexibility practices (job rotation, multi-skilling, 
job autonomy) may stimulate creativity because they stimulate creative behaviour and in 
turn they enhance companies’ employee productivity (Preenen et al., 2015).  These 
internal labour flexibility practices enhance the autonomy and control of workers in the 
design, scheduling, execution and organisation of their work (Woods, 2013), which as a 
result enhances the opportunities to experiment, develop and apply new ideas.  To 
support this notion, there is an argument by researchers that employee empowerment 
and self-discretion gives the employee an allowance to address problems and 
opportunities that arise contemporaneously and that job autonomy and empowerment 
stimulate creativity and provides an environment for exploratory behaviour (Preenen et 
al., 2015). 
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Internal flexibility practices promote feelings of trust, fairness and commitment amongst 
employees.  They relate to the inherent need for autonomy because they allow people 
to influence their work and that may yield feelings of trust towards the organisation and 
enhance commitment and boost productivity (Preenen et al., 2015).  Feelings of trust, 
fairness and commitment towards the organisation are essential for company creativity 
and productivity (DuBrin, 2013).  In organisations where high trust is the order of the 
day, employees are bold to take on risky and creative projects and are more than willing 
to share their own ideas (Woods, 2013).  Creativity has been broadly considered the 
product of successful collaboration (DuBrin, 2013) and the sharing of ideas in the 
creativity process has been discussed extensively as an important factor for 
performance (Woods, 2013).  Job rotation within the organisation is likely to reduce the 
chance of employees becoming conservative, attached to old products and processes 
and being reluctant to adapt to significant changes, or even become less productive, 
which is unfavourable for creativity (Preenen et al., 2015). Figure 2.1 provides a 
graphical illustration of the climate factors. 
 
In addition to the creativity and innovation climate that needs to be created for creativity 
enhancement, is the issue of rewards. Rewards play an important role in inspiring 
creativity in employees.  Managers of this current era face insurmountable challenges in 
this competitive commercial environment.  Thompson, Strickland and Gamble (2005) 
suggest that management should properly design a reward structure in order to mobilise 
organisational commitment for successful strategy execution.  When referring to a 
reward structure, monetary incentives are not included as part of the motivators of 
employee productivity.  Employees often despise the manipulation brought about by 
these incentives (Arnolds et al., 2010).  The one time that monetary incentives could be 
a motivating factor is when a company’s remuneration scales are lower compared to 
those of others in its industry.  When that is the case, employees will demand more 
money (Arnolds et al., 2010). 
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FIGURE 2.1: CLIMATE FACTORS SUPPORTING CREATIVITY AND INNOVATION 
        
           
       
          
            
       
             
           
 
 
          
       
        
     
        
 
Source: Adapted from Amabile (1996) and Isaksen (2007, as cited in Loewenberger, 
2013) 
 
It has been found that appreciation shown, in other words, recognition of performance is 
a stronger motivator of employee productivity than monetary incentives (Arnolds et al., 
2010).  According to DuBrin (2013), when encouraging innovation, leaders should 
promote the notion that creative thinking improves performance.  When employees 
believe that creative thinking leads to better job performance, they are more likely to use 
Organisational 
creativity and 
innovation 
Risk 
Taking 
Idea 
Time 
Trust 
(lack of) 
Conflict 
Challenge 
Debate 
Idea 
Support 
Humour 
Organisational 
Encouragement 
Autonomy 
Sufficient 
Resources 
(lack of)  
Workload 
Pressure 
(lack of) 
Organisational 
Impediments 
Supervisory 
Encouragement 
Work Group 
Support 
Challenging 
Work 
33 
 
creativity in their problem-solving.  Creativity is so rewarding and financial rewards for 
contributions to innovation help maintain an innovative climate (DuBrin, 2013). 
 
Naidoo (2012) states that establishing a structure for rewards and recognition involves 
much more than a list of guidelines, but that an immense part of culture is about 
rewarding creative behaviour and ensuring that it becomes the norm.  Naidoo (2012) 
posits that it is vital to reward the appropriate behaviour towards creativity delivery and 
there must be a concise list that states the measurement criteria before a reward 
programme is even instituted.  Lastly, Naidoo (2012) suggests that the recognition of 
individual and team contribution is a substantial factor in creating a culture for creativity. 
 
Against the above-mentioned background the following hypotheses are formulated: 
 
H1: There is a positive relationship between rewards and creativity.  
 
H2: There is a positive relationship between a creativity and innovation climate and 
creativity.  
 
2.4.2 The relationship between creativity and self-esteem 
 
According to Anderson et al. (2014), creativity is the process, the results and products 
that emanate from attempting to develop and introduce new and improved ways of 
doing things.  For the results and products to be considered creative, they must be 
unique relative to others currently available to the organisation and must be seen to 
have the potential to create value for the organisation in the short or long run (Somech 
and Drach-Zahavy, 2011).  Creativity is a critical component to the success of any 
organisation (Anderson et al., 2014).  Though creativity has not been explored 
extensively (Joo et al., 2013), Anderson et al., (2014) concur that creativity in the 
workplace has increasingly become an important determinant of organisational 
performance, success and longer term survival.  Hooper (2005), says that the problem 
seems to be with the crossroad between the recognition of the importance of creativity 
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as a source of longer term survival and the ways in which the organisation understands, 
supports and rewards creativity. 
 
A critical part of enhancing creativity involves the understanding of the stages involved 
in creativity (DuBrin, 2013).  McKenna (2006) and DuBrin (2013) explain the stages as 
the following: 
 
Stage 1 is opportunity or problem recognition:  This is a stage where the person 
discovers a new opportunity that needs to be explored. 
 
Stage 2 is immersion:  This is a stage where the person immerses themselves fully in 
the opportunity.  The person will collect relevant information, dreaming up alternatives. 
 
Step 3 is incubation: This is a stage where the person keeps collected information in 
mind for a short while. This is the part where the subconscious mind is still engaged but 
on the forefront it does not seem like the person is exploring the opportunity actively. 
 
Step 4 is insight: This is a stage where the solution to the opportunity exploration 
flashes into the person’s mind unexpectedly.  This is the stage that is also known as the 
‘Aha!’ moment, when something clicks or when the penny drops.  Creative insight 
should be written immediately because it could easily be forgotten. 
 
Step 5 is verification and application: This is a stage where the person goes out of their 
way to prove that the creative solution has some merit in it.  Verification includes 
collecting supportive evidence, including logical persuasion, and experimenting with 
new ideas.  Application requires the person to be tenacious since most novel ideas are 
initially rejected as being impractical.  Figure 2.2 illustrates this creative process. 
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FIGURE 2.2: STEPS IN THE CREATIVE PROCESS 
     
         
 
 
 
         
     
 
 
Source:  Adapted from DuBrin (2013, p.414) 
 
Creativity follows these steps, even though it is, not as mechanical as it sounds.  Much 
of creativity is interwoven into a person’s intellect and personality (DuBrin, 2013).  
Seemingly, there exists the understanding that there is a need for individuals to be able 
to solve problems through consultation, broad thinking, the integration of complex 
paradigms and methodologies and to do it all by having fun in order to maintain 
motivation levels (Hooper, 2005). 
 
In order for this creative process to happen there needs to be a climate and culture that 
is conducive to creative problem solving, a culture that encourages creative thinking (De 
Jager, 2007).  Tibane (2012) lists the core benefits of creativity as follows: 
 
 It is the source of new and better solutions; 
 It provides a continuous improvement platform; 
 It builds on itself and makes the creative individual even more creative, and 
 It is the fertile ground for learning and growth. 
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Hendershot (2013) says that when teams understand and are part of shaping the 
overall mission of an organisation, they are able to identify immensely with the 
organisation and the part they play in it.  As a result, they are happier, more effective 
and more creative.  Highly spiritually intelligent individuals, who identify with their 
organisation’s mission, in turn, are motivated to participate actively and creatively in 
pursuit of the organisation’s goals.  In turn they derive meaning and personal self-
esteem when goals are achieved (Hendershot, 2013).  In a team setup it is always wise 
to ask questions that cause people to look beyond the brick wall, and to explore 
experiment and be able to alter the current situation.  In that way creativity is promoted, 
and teams who are creative complete projects with more self-confidence than those 
who are bound by rules and/or will not challenge rules. 
 
Derman (2013), who is a childhood cancer survivor, an emerging health professional 
and a Creativity Tote workshop facilitator, says that her personal experience with 
creative arts endeavours during her hospitalisations for cancer treatment have led her to 
conclude that creative arts interventions can reinforce positive coping behaviour by 
increasing self-esteem and a sense of control.   
 
In another study done by Fraser and Keating (2013), creative art has been found to be 
beneficial to patients with chronic illness.  They have found that little seems to be 
understood about how creative art can benefit individuals with Multiple Sclerosis.  The 
purpose of their study was to decipher if there was a difference in self-esteem in 
individuals with Multiple Sclerosis after a creative art programme.  The conclusion of 
their study was that the creative art programme was found to be effective and have a 
positive influence on self-esteem.  It is thus evident that creativity in any form, be it in 
the business environment or in situations of dire straits where people are fighting for 
their lives and needing to gain back their self-confidence and esteem, does have a 
positive influence on self-esteem. 
 
Against the above-mentioned background, the following hypothesis is formulated: 
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H3: There is a positive relationship between creativity and self-esteem.  
  
2.4.3 The relationship between creativity and performance intent 
 
Agnihotri, Rapp, Andzulis and Gabler (2014) in their research, suggest that boundary 
spanner creativity is central to the securing of customer satisfaction and the attaining of 
competitive advantage.  Their indication is that when wanting to develop customised 
solutions to customer problems, one requires creative thinking and ready identifying of 
customers’ needs.  To understand the scope of creativity holistically, one must: (1) 
determine the situational factors influencing creativity and (2) identify and examine 
consequences of creativity (Agnihotri et al., 2014).  Agnihotri et al. (2014) posit that 
creativity plays the role of an enabler in boundary spanners because it enables them to 
unravel customer problems and satisfy their needs.  This in turn enhances customer 
perceptions of the service encounter.  The writers also suggest that the ability to utilise 
different and unique perspectives is instrumental in the achievement of job objectives.  
Satisfaction and customer delight may result when a problem is taken care of using 
creative methods.  In this way, creativity should positively impact performance intent.  
Performance intent refers to the extent to which an employee wants to perform to the 
best of his/her ability and meet their individual and organisational goal.  Agnihotri et al. 
(2014) say that creative employees attempt to look at the situation from a fresh point of 
view and explore creative ways to configure solutions.  Hendershot (2013, p.63) 
concurs with this by saying “If people are in sync with strategies of their organisation – if 
they really live them and participate in creating them – they are motivated to put in extra 
effort.”  The pre-purchase service being the dynamic and unstructured environment, 
provides boundary spanners with more flexibility to pursue creative routes.  Therefore 
this environment requires highly creative individuals who are suited to initiate and 
facilitate relationships and thus achieve high levels of performance. 
   
A lot of the current research predominantly focuses on identifying antecedents and 
processes that promote creativity, while far less research attention has been to examine 
the particular challenges employees face when their creativity rocks the boat and they 
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are criticised.  Janssen and Giebels (2013) embarked on such a study where they 
proposed and tested that the escalation of creativity-related dissent into relationships 
can be held responsible for potential decrements in employees’ individual performance.  
They found that conflict with coworkers regarding creative ideas can have an 
antagonistic influence on employees’ performance.  The reason is that such creativity-
related conflict tends to escalate into dysfunctional relationship conflict.  This then led 
Janssen and Giebels (2013) to conclude that the escalation of creativity-related conflict 
into relationship conflict be held responsible for decrements in employees’ performance.  
So it then bears merit to say that if creativity-related conflict causes a decrease in an 
individual’s performance, then the opposite should hold true (the presence of creativity 
increases an individual’s performance). 
 
Wang, Huang and Zheng (2015) in their research, where they were examining the 
relationship between creativity and performance in the Chinese business environment, 
found that the employees’ creativity had significantly positive effects on their 
performance.  This finding aligns with the examples alluded to above and to other 
studies that have been conducted in Western cultures before.  This means that when 
creativity results in innovative ability that is feasible and compliant with the requirements 
of the work situation, employees will exude high self-efficacy, will engage in innovative 
activities willingly, and will exude creativity in their performance, which results in 
enhanced innovative performance of employees (Wang et al., 2015).  In order for this to 
happen management in their selection, employment, training, and retaining of 
employees, should use the employees’ creativity effectively and be sure to develop it to 
assist their leverage on the performance of employees, departments and teams within 
the organisation. 
Against the above-mentioned background, the following hypothesis is formulated: 
 
H4: There is a positive relationship between creativity and performance intent  
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2.4.4 The relationship between self-esteem and performance intent  
 
Self-esteem is referred to as “the people’s general perceptions of, and feelings about, 
their worth” (Battle, 1992 cited in Coetzee and Potgieter, 2014, p.69).  The self is a 
result of an individual’s inherent make-up and life experiences.  Hewit (2002 cited in 
Coetzee and Potgieter, 2014), posits that as a syndrome that is socially-constructed, 
self-esteem depends upon the situation and its demands and is then a variable 
psychological state.  People can lower or raise their self-esteem as a way of responding 
to role requirements, in that way presenting a self with appropriate manifestations 
(Hewit, 2002 cited in Coetzee and Potgieter, 2014). 
   
General self-esteem is a critical psychological attribute and is fundamental in a person’s 
daily experience because it reflects and affects an individual’s interpretation of the 
environment and the people with whom they interact (Janeiro, 2010 cited in Coetzee 
and Potgieter, 2014).  Moreover, self-esteem is regarded as the predictor of human 
behaviour and is a measure of a person’s expectations of positive events and the 
person’s motivation to approach objects and other people.  High self-esteem is evident 
when individuals are emotionally mature and they are established in their lives and 
careers.  Positive self-esteem is an indication of a positive and integral personal and 
social identity.  It also gives the sense that an individual is located securely socially, is 
competent to meet challenges and is ready to participate in life with others (Coetzee 
and Potgieter, 2014). 
   
Maslow (1970) emphasised that people are in need of positive self-esteem and esteem 
from others to belong.  Self-esteem includes the need for self-respect and self-
confidence, the need for achieving something worthwhile as a result of job performance, 
the need to be fairly independent at work and performing duties competently  
(McKenna, 2006).  Esteem from others includes the need for recognition as a result of 
effective and efficient job performance, the need to be appreciated by fellow colleagues 
for one’s contribution at work, the need to establish a reputation and status in the 
organisation (McKenna, 2006).  These esteem needs can be satisfied in the work 
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environment  through the provision of opportunities for achievement, responsibility, 
meaningful work activities, mastery and competence, prestige, status and a sense of 
importance because they are viewed as the most valuable of rewards by employees 
(Bezuidenhout,  2011 cited in Coetzee and Potgieter, 2014).  People feel confident, 
competent, strong, useful and needed when their self-esteem need has been satisfied.  
A positive self-concept contributes to an individual’s general level of initiative and beliefs 
about one’s general level of competence.  Bowling, Wang and Li (2012) posit that 
people who have a high self-esteem are more likely to be high performers compared to 
those that have a low self-esteem.  The underlying assumption is that people with a low 
self-esteem have characteristics that inhibit performance because they seem to adhere 
to low performance norms (Bowling et al., 2012). 
 
According to Coetzee and Potgieter (2014), positive self-esteem has emerged as one of 
the important self-regulatory meta-capacities that are crucial in sustaining one’s 
employability and achieving career success in the 21st century workplace.  Meta-
capacities are considered as crucial attributes that assist individuals in influencing their 
environments, setting goals, scanning for new opportunities, showing initiative in career 
problem-solving and decision-making, and persevering until they bring about substantial 
change in their careers (Bezuidenhout, 2011 and Converse et al., 2012 cited in Coetzee 
and Potgieter, 2014).  An employee’s continued employability is seen to be beneficial 
for performance on the job, and for career and business outcomes.  In addition to that, 
the employability attributes, positive self-esteem being one of them, may benefit both 
the employee and the organisation by promoting positive organisational behaviours that 
contribute to the well-being of organisational members and the success of the entire 
organisation (Bezuidenhout, 2011 and Bowling et al., 2012 cited in Coetzee and 
Potgieter, 2014).   
 
Positive self-esteem has been related to positive individual outcomes and work-related 
outcomes in the likes of task motivation and better job performance (Avey, Reichard, 
Luthans and Mhatre, 2011, Bezuidenhout, 2011 and Bowling et al., 2012 cited in 
Coetzee and Potgieter, 2014).  As a core self-evaluation, self-esteem has been 
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positively related to job satisfaction and job performance (Luthans, 2011).  This means 
that the extent that the job satisfies the employee’s self-esteem needs can affect 
performance significantly.  This also suggests that the esteem in which co-workers hold 
the employee’s job, which is a re-inforcement of self-esteem, can also increase 
performance. 
 
Arnolds and Boshoff (2002 cited in Bratton, Callinan, Forshaw and Sawchuk, 2007), 
provided data to support a key hypothesis that is associated with Aldefer’s ERG model.  
They investigated the extent to which self-esteem impacts on the relationship between 
need satisfactions, as modelled by Alderfer, and the performance intentions of senior 
managers and white-collar front-line employees (see Figure 2.3). 
 
FIGURE 2.3: EMPLOYEE NEEDS, PERSONALITY AND WORK BEHAVIOUR 
        Employee needs    Personality            Work behaviour 
    H      H  
            
 
 
Source: Adapted from Arnolds and Boshoff (2002 cited in Bratton, Callinan, Forshaw 
and Sawchuck, 2007, p.255)  
 
The model’s hypothesis is that employee need satisfaction, based upon Alderfer’s 
theory, exerts a positive influence on self-esteem, which in turn exerts a positive 
influence on work behaviour in the form of job performance intentions (H).  Arnolds and 
Boshoff (2002 cited in Bratton et al., 2007), show in their study that self-esteem 
significantly influences the performance intentions of senior managers and make the 
conclusion that top managers are primarily motivated by higher order needs.  Their 
results suggested that front-line white-collar employees are primarily motivated by the 
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Growth 
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satisfaction of relatedness needs from co-workers, existence needs and financial 
reward. 
 
In contrast to Maslow’s belief that higher order needs do not motivate lower-level 
employees, Arnolds and Boshoff (2002 cited in Bratton et al., 2007) suggest that higher 
order needs can motivate front-line employees through the increase of self-esteem, 
provided that the motivation strategies directed at these higher order needs are 
implemented correctly.  This study is important because it provided a plausible 
explanation of the relationship between need satisfaction, self-esteem and job 
performance intentions.  It also differentiated between different categories of employees 
and it affirmed the importance of avoiding the tendency to generalise about managers’ 
motivation interventions. 
 
Against the above-mentioned background, the following hypothesis is formulated: 
 
H5: There is a positive relationship between self-esteem and performance intent. 
 
2.4.5 The relationship between self-esteem and employee productivity 
 
Self-esteem is the state at which a person admires and is accepting of themselves 
which results from the person’s approval of their self-concept which they reached by 
evaluating themselves (Avsaroglu, Unuvar and Uslu, 2013).  Self-esteem focuses on 
the person’s individual need for self-evaluation which does not necessarily mean that 
they believe they are great but are realising and accepting of themselves and most 
importantly being accepted by others (Avsaroglu et al., 2013).  Ehrlich (2015) says that 
society teaches people to build self-esteem from stuff, approval, accomplishment and 
fantasy. 
 
In a study done by Wang, Tian and Shen (2013) where they were researching for the 
use of the internet during work hours for non-work purposes, they showed that the time 
that is spent on non-work related internet-usage can significantly lower employee 
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productivity.  They also found that internet use policy is more effective for employees 
with a high level of self-esteem. Seemingly people with a high self-esteem know what 
purpose they are fulfilling at work and have no time to waste on surfing the internet for 
things that will not be serving their purpose.  On the other hand, people with low self-
esteem get addicted to the internet, and thus cause internet abuse and are less 
productive. 
 
In another study by Sodeify, Vanaki and Mohammadi (2013), where they were 
analysing nurses’ experiences of perceived support and their contributing factors, the 
authors believe that if nurses in their team work are respected and valued, they will 
gladly cooperate in proving safecare.  Even the mortality rate in hospitals with a 
supportive workplace is lower than those which do not (Sodeify et al., 2013).  A poor 
organisational climate can lead to an adverse effect on employees, their performance 
and in turn their employee productivity.  This study showed that when employees 
perceive they have good support from the work environment, it leads to organisational 
commitment, effectiveness and high self-esteem.  This in turn leads to them being 
highly productive because the employees perform well when they feel good about 
themselves (Sodeify et al., 2013). 
 
Against the above-mentioned background, the following hypothesis is formulated: 
 
H6: There is a positive relationship between self-esteem and employee productivity. 
 
2.4.6 The relationship between performance intent and employee productivity 
 
Landman (2015) says that a high level of productivity in an organisation cannot be 
expected if there is no culture of performance.  The challenge for the executives is in 
creating a sustainable performance culture where complex problems are to be 
managed.  This culture of performance is to be created over a period, rather than trying 
to enforce discipline from the top.  The most crucial of points regarding this performance 
culture is that the change in the culture starts at the very top, since management needs 
44 
 
to set an example.  According to Landman (2015), most managers fail at setting an 
example.  The ultimate consequence of a sustainable performance culture will be high 
motivation and high self-esteem. 
 
Performance reviews are a useful way to inform your employees what the expectations 
are of them and how well they are meeting their targets (Teckchandani and Pichler, 
2015).  However, the irony is that the process often leaves the boss and employee 
dissatisfied.  In order to counteract this dissatisfaction, managers need to take the 
initiative to seek common ground, practice reciprocity, understand their employees and 
in turn provide prompt feedback that will develop trust and support that will enhance 
employee productivity (Teckchandani and Pichler, 2015). 
 
Against the above-mentioned background, the following hypothesis is formulated: 
 
H7: There is a positive relationship between performance intent and employee 
productivity. 
 
2.4.7 The relationship between creativity and employee productivity 
 
In today’s global market, knowledge is of the essence and is the primary currency (Tate, 
2013).  These knowledge-based organisations depend on the innovation, creativity and 
productivity of their workers.  Improving their productivity is very crucial for growth (Tate, 
2013). 
 
Armache (2015) posits that employee empowerment fosters innovation, creativity, instils 
shared values for the promotion of the atmosphere for learning, knowledge and 
accomplishments.  More responsibility leads to greater productivity and commitment 
amongst the employees.   Armache (2015) suggests that to be able to manage people 
in a way that reinforces employee empowerment and accomplishment, an environment 
needs to be provided, which is conducive to creativity, and where creativity in 
employees can be enhanced.  In that way employee empowerment can be effective to 
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the employees and boost their self-esteem and self-confidence, which will increase their 
participation and their satisfaction to be more involved in their jobs. Empowering 
employees may lead to the generation of high quality products and good services which 
maintain productivity and ensure growth development (Armache, 2015). 
 
Magosky (2014) mentions a one-week email ban in 2012 that was instituted by Shayna 
Hughes, Chief Executive Officer (CEO) of Learning as Leadership.  The CEO felt that 
as the nonstop reliance on devices for both onsite and remote workers hastens, so does 
the unhealthy addiction to them.  Some of the observations the CEO shared with Forbes 
regarding the email ban sum up the benefits which are: 
  
 The majority of the people mistake urgent email activity for productivity, but what 
they do not realise is that, that stressful busyness is invariably tactical and rarely 
creative and strategic, and 
 
 The decrease in stress from one day to the other is palpable.  So was the 
increase in productivity. 
 
Shayna then concluded that it is the thoughtless emails that are quite damaging 
because they prevent people from doing their best work.  The email ban fostered 
creativity and which in turn boosted productivity (Magosky, 2014). 
 
Against the aforementioned background, the following hypothesis is formulated: 
 
H8: There is a positive relationship between creativity and employee productivity. 
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FIGURE 2.4: HYPOTHESISED MODEL TO INCREASE EMPLOYEE PRODUCTIVITY 
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2.5. CHAPTER SUMMARY 
 
Productivity is the prime determinant of people’s standard of living.  A country’s ability to 
improve its standard of living over time depends almost entirely on its ability to raise its 
output per worker. If it lags behind then salaries also decline.  When things are going 
well and equal in a market, the more productive company will enjoy greater earnings.  
An increase in productivity is characterised by a move of the production function and a 
consequent change to the output/input relation. 
 
Employee productivity in South Africa has been declining so there is an urgent need for 
improvement solutions.  The conceptual creativity model for improving employee 
productivity was discussed and hypotheses were formulated in this regard. 
 
The next chapter describes the research design that was followed in order to gather the 
research data. 
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CHAPTER 3 
 
RESEARCH METHODOLOGY AND EMPIRICAL RESULTS 
 
3.1 INTRODUCTION 
 
The literature review that was done in Chapter 2 provided the conceptual framework for 
the relationships that are to be explored and analysed in this study.  It also provided the 
theoretical basis on which this study is built.  This chapter outlines the research 
methodology that was used for this study.  It also takes into account aspects of the 
research design which includes the research paradigm, the sample as well as the 
measuring instrument.  The details regarding the data collection process are discussed 
including the validity and reliability of the measuring instruments to ensure that no errors 
occurred in the measuring instruments.  Lastly, descriptive statistics pertaining to the 
empirical data of this study together with the multiple regression analysis are discussed 
in order to analyse the research data. 
 
3.2 RESEARCH PARADIGM 
 
According to Collis and Hussey (2014, p.43), a research paradigm is a “philosophical 
framework that guides how scientific research should be conducted.”  They explain 
further that a research paradigm is based on people’s philosophies and their 
assumptions about the world and the nature of knowledge.  Research literature gives an 
indication that for hundreds of years there was only one research paradigm because the 
scientific achievements stemmed from one source (Collis and Hussey, 2014).  There 
are now two research paradigms which are the positivistic or the interpretivistic 
paradigms.  Collis and Hussey (2014) explain that data collected through these 
paradigms is either qualitative or it is quantitative.  
 
Qualitative research follows an interpretivistic approach and is an inductive process that 
seeks to provide interpretive understanding of social phenomena (Collis and Hussey, 
48 
 
2014).  Qualitative research uses small samples and representation is limited to the 
sampled respondents.  Collis and Hussey (2014) concur that qualitative data is nominal 
and is time consuming.  Open-ended questionnaires, focus groups, interviews, diaries, 
observation, protocol analysis and critical incident analysis are used to collect the data 
(Collis and Hussey, 2014). 
 
Quantitative research follows a positivistic approach and is a deductive process that 
seeks to provide explanatory theories in order to understand social phenomena (Collis 
and Hussey, 2014).  Collis and Hussey (2014) concur that quantitative research uses 
large samples which are normally a good representation of the targeted population.  
Quantitative data is numerical, statistical, more efficient and able to test hypotheses.  
Questionnaires and structured interviews are used to collect the numerical data (Collis 
and Hussey, 2014). 
 
Interpretivism developed as a result of the perceived inadequacy of positivism to meet 
the needs of socialism and the following are the main criticisms of positivism (Collis and 
Hussey, 2014): 
 
 It is impossible to separate people from their existential contexts; 
 
 People cannot be understood without having to examine the perceptions they 
have on their very own activities; 
 
 A highly structured research design imposes constraints on the results and it may 
ignore other relevant findings; 
 
 Researchers are not objective and tend to bring their own interest and values to 
the research, and 
 
 The capturing of complex phenomena in a single measure is misleading. 
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According to Collis and Hussey (2014) there are five philosophical assumptions that 
underpin positivism and interpretivism and they are the following: 
 
 The ontological assumption or the nature of reality – positivists assume that 
social reality is objective and is separate from the researcher while interpretivists 
assume social reality is subjective and socially constructed; 
 
 The epistemological assumption or the constitution of valid knowledge – 
positivists believe that knowledge comes from objective evidence about 
observable and measurable phenomena while interpretivists believe that 
knowledge comes from subjective evidence from participants.  Positivists see the 
researcher as independent from the phenomena of the study while interpretivists 
see the researcher as someone who interacts with the phenomena of the study; 
 
 The axiological assumption or the role of the values - positivists see the 
researcher as independent from the phenomena of the study and the results 
unbiased and value-free.  Interpretivists see the researcher as someone who 
acknowledges that the research is subjective and sees the results as biased and 
value-laden; 
 
 The rhetorical assumption or the language of research – positivists believe the 
researcher should use a passive voice, accepted quantitative words and set of 
definitions.  Interpretivists believe the researcher should use a personal voice, 
accepted qualitative terms and limited priori definitions, and 
 
 The methodological assumption or the process of research – positivists believe 
the researcher takes a deductive approach where they study cause and effect 
relationships using a static design where categories are identified in advance.  
Positivists also believe that generalisations lead to prediction, explanation and 
understanding and the belief is that results are accurate and reliable through 
validity and reliability.  Interpretivists believe that the researchers take an 
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inductive approach where they study the topic within its context and use an 
emerging design where categories are identified during the process.  
Interpretivists also believe that the development of patterns and/or theories is for 
understanding and the belief is that the results are accurate and reliable through 
verification. 
 
This study was located in the quantitative or positivistic paradigm because quantitative 
analyses were conducted to investigate the hypothesised relationships in this study.  
Descriptive statistics (standard deviations, frequency scores, means and percentages) 
were also calculated for the investigation of the prevalence levels of the latent variables 
in the selected organisations. 
 
3.3 METHODOLOGY OF THE STUDY 
 
3.3.1 The sample 
 
A sample is defined by Collis and Hussey (2014) as a subset of a population.  When 
selecting a sample size it is crucial that you choose one that is related to the size of the 
population that is under consideration.  Under a positivist paradigm, it is vital that a 
random sample be obtained to get some idea of variation.  A random sample is one 
where all members of the population have an equal chance of being chosen (Collis and 
Hussey, 2014).  When a random sample has been chosen, it allows for the results 
obtained for the sample to be taken as being true for the whole population and in turn 
are generalisable for the population by the researcher (Collis and Hussey, 2014). 
 
There are two classifications for sample types and they are probability and non-
probability types.  According to Collis and Hussey (2014), probability sampling is based 
on a random selection where the number of participants from whom the sample will be 
drawn is known in advance and each member of the population has a non-zero 
probability of being selected.  The aim of probability sampling is to make generalisations 
to the population. Probability sampling methods include simple random sampling, 
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stratified sampling, systematic sampling, cluster sampling and multi-stage sampling 
(Collis and Hussey, 2014).  On the other hand, non-probability sampling is based on 
arbitrary, subjective selection where members are picked out from the population using 
a non-random approach.  Non-probability sampling methods include judgmental 
sampling, snowball sampling, quota sampling and convenience sampling (Collis and 
Hussey, 2014). 
 
Convenience sampling was used in this study to target 100 participants from the 
manufacturing companies in Port Elizabeth.  The sample included the blue-collar 
employees of the various companies.  A questionnaire was distributed to collect data 
from the selected sample group of blue-collar employees.  The researcher gave 
questionnaires to representative employees of the respective companies.  These 
representative employees were known to the researcher and played the role of a field 
worker on behalf of the researcher.  The field workers were not part of the management 
of the companies but were people that had a good relationship with the blue-collar 
employees in the production line.  The choice of field workers who were not part of the 
management of the companies was to avoid retaliation and to gain buy-in from the blue-
collar employees.  The field workers met with the respective blue-collar employees 
outside the work premises and distributed the questionnaires to them.  The field workers 
made sure that the questionnaires were completed properly immediately and collected 
them from the blue-collar employees.  The researcher then personally collected the 
completed questionnaires from the respective field workers. 
  
Of the 100 questionnaires that were distributed, 82 participants responded, translating 
the response rate to 82%.  Table 3.1, Figure 3.1.1 and Figure 3.1.2 show the 
demographic composition of the participants of this study.  Table 3.1 shows that 14 
respondents were in the age group 20 to 29 years, 39 respondents were in the age 
group 30 to 39 years, 22 respondents were in the age group 40 to 49, 7 respondents 
were in the age group 50 to 59 and there were no respondents in the age group beyond 
60 years. 
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Figure 3.1.1 shows that 57% of the respondents were male and 43% were female.  This 
spread may suggest that there are slightly more males than females that are employed 
in the manufacturing industry.   
 
TABLE 3.1: DEMOGRAPHIC COMPOSITION OF THE SAMPLE: GENDER AND 
AGE 
Gender Number of responses Percentage of responses 
Male 47 57.0 
Female 35 43.0 
Total 82 100.0 
Age Group Number of responses Percentage of responses 
20-29 14 17.0 
30-39 39 48.0 
40-49 22 27.0 
50-59 7 8.00 
60+ 0 0.0 
Total 82 100.0 
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FIGURE 3.1.1: RESPONSE RATE BY GENDER 
 
 
Figure 3.1.2 illustrates the distribution of the age groups of respondents by means of 
percentages.  It can be seen that 17% of the respondents were between the ages 20 to 
29 years, 48% were between the ages 30 to 39 years, 27% were between the ages of 
40 to 49 years, 8% were between the ages of 50 to 59 years and there were no 
respondents beyond 60 years. With the highest percentage being in the distribution 
group 30 to 39 years (48%) and the second highest being in the distribution group 40 to 
49 years (27%), there is a clear indication of the maturity of the participants as well as 
the diversity of the maturity levels within the organisations.  The age gaps present 
prospects for employees to impart ideas and learn from each other.  The younger 
employees could potentially learn from the experience of the mature group of 
employees. 
 
Figure 3.1.2 gives a graphic depiction of the respondents by age category 
 
 
57%
43%
Response rate by gender
Male
Female
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FIGURE 3.1.2:  RESPONSE RATE BY AGE GROUP 
 
 
Table 3.2 illustrates that 15 respondents had a qualification that is below matric, 40 
respondents had a matric qualification, one respondent had a certificate, 23 
respondents had a diploma and three participants had degrees.  This means that the 
response rate for people with qualifications below matric was 18%, for people who had 
a matric it was 49%, for people who had a certificate it was 1%, for people who had a 
diploma it was 28% and for those that had degrees it was 4% (See Figure 3.2 for the 
illustration of the percentages). 
 
 
 
 
 
 
 
 
 
17%
48%
27%
8%
Response rate by age group
20-29
30-39
40-49
50-59
55 
 
TABLE 3.2: DEMOGRAPHIC COMPOSITION OF THE SAMPLE: EDUCATION 
Highest Education 
Qualification 
Number of responses Percentage of responses 
Below matric 15 18.0 
Matric 40 49.0 
Certificate 1 1.0 
Diploma 23 28.0 
Degree 3 4.0 
Total 82 100.0 
 
FIGURE 3.2: RESPONSE RATE BY EDUCATION 
 
 
From Table 3.3 one can see that 10 respondents had a tenure of less than five years 
with their current employer, 25 respondents had a tenure ranging from five to nine years 
with their current employer, 22 respondents had a tenure ranging from ten to fourteen 
years with the current employer, 19 respondents had a tenure ranging from fifteen to 
18%
49%
1%
28%
4%
Response rate by education
Below matric
Matric
Certificate
Diploma
Degree
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nineteen years with the current employer and 6 respondents had a tenure greater than 
twenty years with the current employer.   
 
This means that the response rate for the respondents with a tenure of less than five 
years with their current employer was 12%, for the respondents with a tenure ranging 
from five to nine years with the current employer was 31%, for the respondents with a 
tenure ranging from ten to fourteen years with the current employer was 27%, for the 
respondents with a tenure ranging from fifteen to nineteen years with the current 
employer was 23% and for the respondents with a tenure greater than twenty years with 
the current employer was 7% (see Figure 3.3 for the illustration of the percentages). 
 
TABLE 3.3: DEMOGRAPHIC COMPOSITION OF THE SAMPLE: TENURE 
Tenure Number of responses Percentage of responses 
Less than 5 years 10 12.0 
5 – 9 years 25 31.0 
10 – 14 years 22 27.0 
15 – 19 years 19 23.0 
20+ years 6 7.0 
Total 82 100.0 
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FIGURE 3.3: RESPONSE RATE BY TENURE 
 
 
From Table 3.4 we can see that 12 respondents had less than five years’ experience in 
their current job, 32 respondents had an experience ranging from five to nine years, 24 
respondents had an experience ranging from ten to fourteen years, 10 respondents had 
an experience ranging from fifteen to nineteen years and 4 respondents had an 
experience greater than twenty years. 
 
This means that the response rate of the respondents with less than five years’ 
experience was 15%, for the respondents with experience ranging from five to nine 
years it was 39%, for the respondents with experience ranging from ten to fourteen it 
was 29%, for the respondents with experience ranging from fifteen to nineteen it was 
12% and for the respondents with experience greater than twenty years it was 5% (see 
Figure 3.4 for the illustration of the percentages). 
 
Table 3.4 illustrates that the sampled participants had enough experience in their 
current job.  This magnitude of experience is necessary for the organisations to sustain 
their competitive edge in the dynamic business environment that is forever changing.  
12%
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On that same note though, this fact can have a negative impact on the performance of 
employees as complacency might set in, leading to certain individuals in the 
organisations resisting change towards the use of new technologies and current best 
practices and creating comfort zones in the process. 
 
TABLE 3.4:  DEMOGRAPHIC COMPOSITION OF THE SAMPLE: JOB EXPERIENCE 
Job experience Number of responses Percentage of responses 
Less than 5 years 12 15.0 
5 – 9 years 32 39.0 
10 – 14 years 24 29.0 
15 – 19 years 10 12.0 
20+ years 4 5.0 
Total 82 100.0 
 
  
FIGURE 3.4:  RESPONSE RATE BY JOB EXPERIENCE
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3.4       THE MEASURING INSTRUMENTS AND DATA ANALYSIS 
 
Collis and Hussey (2014) say that there are numerous methods of collecting data; 
namely questionnaires, interviews, focus groups, observations.  They go on to say that 
interviews and questionnaires are the most popular methods.  For the purposes of this 
study a questionnaire was used as a method of data collection.  Collis and Hussey 
(2014, p.205) define a questionnaire as a “list of carefully structured questions, which 
have been chosen after considerable testing with a view to eliciting reliable responses 
from a particular group of people.”  This aim is to find out what is on their minds, what 
they do or feel because that will assist in addressing the research questions (Collis and 
Hussey, 2014).   
 
According to Collis and Hussey (2014), there are main steps that are involved in 
designing a questionnaire and they are illustrated in Figure 3.5.  
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FIGURE 3.5: STEPS INVOLVED IN DESIGNING A QUESTIONNAIRE
 
Source: Collis and Hussey (2014, p.205) 
 
The questionnaire used in this study was divided into three sections, namely: 
 
 Section A being the research questions pertaining to the latent variables; 
 
 Section B being the research questions pertaining to the rewarding of creativity 
and innovations; 
 
 Section C being the demographic data of the participants; 
 
Design the questions and instructions
Determine the order of presentation
Write accompanying letter/request letter
Test questionnaire with a small sample
Choose method of distribution and return
Plan strategy for dealing with non-responses
Conduct tests for validity and reliability
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Each questionnaire was accompanied by a covering letter that explained the purpose of 
the study. 
 
In order to draw distinct inferences, the researcher used the theoretical elements 
discussed in the literature review to compose a comprehensive questionnaire. The 
questions were carefully selected to address the variables outlined in the conceptual 
framework to improve employee productivity. 
 
Ten statements were used to measure the self-esteem latent variable.  The ten 
statements were adopted from the literature study by Rosenberg (1965).  The 
statements of the self-esteem latent variable were anchored on a five-point Likert scale 
measuring instrument ranging from (1) strongly disagree to (5) strongly agree. 
 
Seven statements were used to measure the productivity latent variable.  The seven 
statements were self-constructed and were adopted from the literature study by Viljoen, 
Kruger and Saayman (2014).  The statements of the productivity latent variable were 
anchored on a five-point Likert scale measuring instrument ranging from (1) strongly 
disagree to (5) strongly agree. 
 
Five statements were used to measure the creativity latent variable.  The five 
statements were adopted from the literature study by Coelho and Augusto (2010).  The 
statements of the creativity latent variable were anchored on a five-point Likert scale 
measuring instrument ranging from (1) strongly disagree to (5) strongly agree. 
 
Fifteen statements were used to measure the rewards latent variable.  The 15 
statements were adopted from the literature study by Naidoo (2012) and from the 
Workforce website xa.yimg.com.  The statements of the rewards latent variable were 
anchored on a five-point Likert scale measuring instrument ranging from (1) strongly 
disagree to (5) strongly agree. 
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Four statements were used to measure the performance intentions latent variable.  The 
four statements were adopted from the literature study by Lodahl and Kejner (1965).  
The statements of the performance intentions latent variable were anchored on a five-
point Likert scale measuring instrument ranging from (1) strongly disagree to (5) 
strongly agree. 
 
Ten statements were used to measure the climate for the creativity latent variable.  The 
ten statements were adopted from the literature study by DuBrin (2013).  The 
statements of the climate for creativity latent variable were anchored on a five-point 
Likert scale measuring instrument ranging from (1) strongly disagree to (5) strongly 
agree. 
 
3.5 THE RELIABILITY OF THE MEASURING INSTRUMENTS 
 
Collis and Hussey (2014) say that reliability refers to the “accuracy and precision of the 
measurement and absence of differences in the results if the research were repeated.  
They are of the view that reliability is crucial even if the concepts, dimensions and 
scales have been used by many other researchers before.  This is because each 
sample differs in some respects from the samples of other studies. 
 
If and when a researcher decides to use a rating scale to measure a hypothetical 
construct, they need to ensure that the scale will measure the respondents’ views 
because the reliability of a measure lies in its consistency.  The measure is considered 
reliable if you or someone else repeats the research and obtains the same results 
(Collis and Hussey, 2014). 
 
According to Collis and Hussey (2014), there are a couple of ways of estimating the 
reliability of scale measure: 
 
 The external reliability of a survey can be tested by asking the same group of 
people who completed the questionnaire to answer it again a few days later. 
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 The test-retest reliability requires two sets of responses for each individual, which 
will be compared by checking the correlation.  If the responses are reliable, the 
correlation between the two sets will be a high positive; that is preferably greater 
than or equal to 0.80.  The only disadvantage with the test-retest method is that it 
is difficult to convince the respondents to answer the same questions again.  If at 
all they agree to answer the questions for the second time, chances are they will 
think more deeply about the questions the second time around and may give a 
different answer. 
 
 Internal reliability is critical if multiple-item scales are used. 
   
 The split-half reliability is tested through the division of the items in the scale into 
two equal groups, after which the correlation coefficient of the two groups is 
checked.  The advantage of this method is that the questionnaire is only 
administered once. 
 
 Cronbach’s alpha coefficient is the most widely used test for checking the internal 
reliability of multiple-item scales, namely the Likert scale.  This is where every 
item is correlated with every other item across the entire sample and the average 
inter-item correlation is taken as the index of reliability.  It is advised that before 
the tests are run, the rating scores for negatively worded items should be 
reversed. 
 
According to Nunnally (1978), a measuring instrument with a Cronbach alpha coefficient 
of 0.70 and above is regarded as an instrument with good reliability.  According to 
Zikmund, Babin, Carr and Griffin (2014) a measuring instrument with a Cronbach alpha 
coefficient below 0.60  is regarded as an instrument with poor reliability, a measuring 
instrument with a Cronbach alpha coefficient ranging between 0.60 and 0.69 is 
regarded as an instrument with fair reliability, a measuring instrument with a Cronbach 
alpha coefficient ranging between 0.70 and 0.79 is regarded as an instrument with good 
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reliability and a measuring instrument with a Cronbach alpha coefficient of 0.80 and 
above is regarded as an instrument with very good reliability. 
 
TABLE 3.5: CRONBACH ALPHA VALUES OF THE MEASURING INSTRUMENTS 
MEASURING 
INSTRUMENT 
INITIAL 
ALPHA VALUE 
ITEMS DELETED FINAL ALPHA 
VALUE 
Climate for creativity and 
innovation 
0.51 Climate for creativity 
and innovation item 3 
0.64 
Creativity 0.74 None 0.74 
Performance intent 0.73 None 0.73 
Employee productivity 0.77 None 0.77 
Rewards 0.79 None 0.79 
Self-esteem 0.43 Self-esteem item 10 0.64 
 
In this study, the Cronbach alpha coefficient was used to calculate the internal 
consistency regarding the reliability of the measuring scales.  The first step in the data 
analysis process was to measure the internal reliability of the measuring instruments by 
means of Cronbach alpha coefficients.  The results, reported in Table 3.5 show that all 
Cronbach alpha scores show good reliability (above 0.70) according to Nunnally (1978) 
and Zikmund, Babin, Carr and Griffin (2014), except for climate for creativity and 
innovation and self-esteem showing alphas of 0.51 and 0.43 respectively.  After deleting 
the items as indicated in Table 3.5, the alpha coefficient of both instruments was 
increased to 0.64, which is a fair reliability according to Zikmund et al. (2014). 
 
3.6 THE VALIDITY OF THE MEASURING INSTRUMENTS 
 
Collis and Hussey (2014, p.53) say that validity refers to the “extent to which a test 
measures what the researcher wants it to measure and the results reflect the 
phenomena under study”.  They posit that research errors, such as faulty procedures, 
poor samples and inaccurate measurement, can undermine the validity of an 
instrument. 
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According to Collis and Hussey (2009 and 2014) there are a number of different ways in 
which validity of research can be assessed and they are: 
 
 Face validity – this is the most common way of assessing and it ensures that the 
measures used by the researcher do actually measure or are representative of 
what they are supposed to be measuring or representing; 
 
 Construct validity – it relates to the problem that there are phenomena that are 
not directly observable, the likes of motivation, satisfaction, ambition and anxiety.  
These are known as hypothetical constructs.  The assumption is that they exist 
as factors explaining observable phenomena; 
 
 Content validity – it focuses on whether the entire content of a definition is being 
measured or only a portion thereof and is employed to evaluate the variable in 
question, and 
 
 Criterion validity - measures the validity of a definition using a standard or a 
principle that the researcher is comfortable with and has confidence in. 
 
In this study validity of the measuring instruments was established through content 
validity.  Experts were consulted to vouch for the validity of the content of the measuring 
instruments. 
 
3.7 THE EMPIRICAL RESULTS 
 
The empirical results on the reliability and validity of the measuring instruments indicate 
that reliable and valid measuring instruments were used in this study.  Multiple 
regression analysis was conducted to statistically investigate the relationships between 
the selected independent variables and dependent variable. The STATISTICA Version 
12 (2015) computer software program was used to conduct the analyses.  The 
correlations being tested include the impact of the climate of creativity and innovation, 
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rewards, creativity, self-esteem and performance intent on employee productivity.  The 
responses to the individual questionnaire statements were analysed to measure the 
respondent’s perceptions about employee productivity determinants.  
 
3.7.1     The relationship between climate for creativity and innovation, rewards 
and creativity 
 
To investigate the above-mentioned relationships the following hypotheses were 
formulated: 
H1: There is a positive relationship between rewards and employee creativity.  
H2: There is a positive relationship between a creativity and innovation climate and 
employee creativity.  
 
The results of the multiple regression analysis pertaining to the relationship between 
climate for creativity and innovation, rewards and creativity are illustrated in Table 3.6. 
 
TABLE 3.6: RELATIONSHIP BETWEEN REWARDS, CLIMATE FOR CREATIVITY    
AND INNOVATION AND EMPLOYEE CREATIVITY – EMPIRICAL RESULTS 
Statistic Dependent variable: Creativity 
 Value 
 R 0.64004012 
 R² 0.40965135 
Adjusted R² 0.39470581 
F(2,79) 27.410 
P 0.000 
Std. Err. of 
Estimate 
 
N=82 
 
b* 
Std. Err. 
of b* 
B 
Std. Err. 
of b 
t p-value 
Intercept   0.997558 0.394013 2.531788 0.013332 
RREWD 0.541265 0.092650 0.510346 0.087357 5.842046 0.000000 
CCLIM 0.198457 0.092650 0.242844 0.113372 2.142010 0.035273 
Note: P-values in bold indicate a significant relationship 
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The empirical results show the following: 
 
Rewards are positively and significantly (r = 0.54, p < 0.001) related to employee 
creativity.  In other words, the more these rewards are received the more creativity the 
employee will exhibit.  These results support hypothesis H1. 
 
Climate for creativity and innovation is positively and significantly (r = 0.20, p < 0.05) 
related to employee creativity. In other words, the more the climate is created for 
creativity and innovation the more creativity the employee will exhibit.  These results 
support hypothesis H2. 
 
The two independent variables, rewards and climate for creativity and Innovation 
together explain 41% (r2 = 0.409) of the variance in employee creativity.  They are 
therefore very important determinants of creativity in these firms. 
 
3.7.2     The relationship between employee creativity and self-esteem 
 
To investigate the above-mentioned relationships the following hypothesis was 
formulated: 
 
H3: There is a positive relationship between employee creativity and self-esteem.  
 
The results of the multiple regression analysis pertaining to the relationship between 
employee creativity and self-esteem are illustrated in Table 3.7. 
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TABLE 3.7: RELATIONSHIP BETWEEN EMPLOYEE CREATIVITY AND SELF-
ESTEEM - EMPIRICAL RESULTS 
Statistic Dependent variable: Self-esteem 
 Value 
 R 0.16329499 
 R² 0.02666525 
Adjusted R² 0.01449857 
F(1,80) 2.1917 
P 0.000 
Std. Err. of 
Estimate 
 
N=82 
 
b* 
Std. Err. 
of b* 
B 
Std. Err. 
of b 
t p-value 
Intercept   3.533397 0.294227 12.00909 0.000000 
CCREA 0.163295 0.110303 0.118587 0.080103 1.48043 0.142687 
Note: P-values in bold indicate a significant relationship 
 
The empirical results show the following: 
 
Employee creativity is not significantly related to the employee’s self-esteem.  In other 
words, the more creativity the employee shows, has no influence on his/her level of self-
esteem.   This result does not support hypothesis H3. 
 
3.7.3     The relationship between employee creativity, self-esteem and 
performance intent 
 
To investigate the above-mentioned relationships the following hypotheses were 
formulated: 
 
H4: There is a positive relationship between creativity and performance intent  
 
H5: There is a positive relationship between self-esteem and performance intent. 
 
The results of the multiple regression analysis pertaining to the relationship between 
employee creativity, self-esteem and performance intent are illustrated in Table 3.8. 
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TABLE 3.8: RELATIONSHIP BETWEEN EMPLOYEE CREATIVITY, SELF-ESTEEM 
AND PERFORMANCE INTENT - EMPIRICAL RESULTS 
Statistic Dependent variable: Performance intent 
 Value 
 R 0.65275932 
 R² 0.42609473 
Adjusted R² 0.41156548 
F(2,79) 29.327  
P 0.000 
Std. Err. of 
Estimate 
 
N=82 
 
b* 
Std. Err. 
of b* 
B 
Std. Err. 
of b 
t p-value 
Intercept   0.820586 0.473786 1.731976 0.087181 
CCREA 0.478942 0.086392 0.432948 0.078096 5.543804 0.000000 
SSELF 0.372153 0.086392 0.463244 0.107539 4.307701 0.000047 
Note: P-values in bold indicate a significant relationship 
 
The empirical results show the following: 
 
Employee creativity is positively and significantly (r = 0.48, p < 0.001) related to the 
employee’s performance intent.  In other words, the more creative the employee is the 
higher his/her performance intent will be.  This result supports hypothesis H4. 
 
Self-esteem is also positively and significantly (r = 0.37, p < 0.001) related to 
performance intent in this study.  In other words, self-esteem has a significant influence 
on an employee’s performance intent. By increasing an employee’s creativity his/her 
performance intent will also increase.  This result supports hypothesis H5. 
 
The influence of creativity on an employee’s performance intent is, however, stronger 
than the influence of self-esteem.  The results above have shown that creativity does 
not influence self-esteem significantly.  This means that managers will do better to 
increase performance intentions via the fostering of creativity rather than the fostering of 
the employee’s self-esteem.   
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Employee creativity and self-esteem together explain 43% (r2 = 0.426) of the variance in 
the employee’s performance intent.  These two variables are therefore important 
determinants of an employee’s performance intent. 
 
3.7.4     The relationship between employee creativity, self-esteem, performance 
intent and employee productivity 
 
To investigate the above-mentioned relationships the following hypotheses were 
formulated: 
 
H6: There is a positive relationship between self-esteem and employee productivity 
 
H7: There is a positive relationship between performance intent and employee 
productivity 
 
H8: There is a positive relationship between creativity and employee productivity 
 
The results of the multiple regression analysis pertaining to the relationships between 
employee creativity, self-esteem, performance intent and employee productivity and 
creativity and employee productivity are illustrated in Table 3.9 and Table 3.10 
respectively. 
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TABLE 3.9: RELATIONSHIP BETWEEN EMPLOYEE CREATIVITY, SELF-ESTEEM, 
PERFORMANCE INTENT AND EMPLOYEE PRODUCTIVITY - EMPIRICAL 
RESULTS  
Statistic Dependent variable: Employee productivity 
 Value 
 R 0.86400270 
 R² 0.74650066 
Adjusted R² 0.73675068 
F(3,78) 76.564 
P 0.000 
Std. Err. of 
Estimate 
 
N=82 
 
b* 
Std. Err. 
of b* 
B 
Std. Err. 
of b 
t p-value 
Intercept   0.503394 0.275809 1.825157 0.071805 
SSELF 0.176615 0.064213 0.187809 0.068283 2.750455 0.007395 
CCREA 0.121408 0.068103 0.093756 0.052592 1.782707 0.078525 
PPERF 0.700279 0.075253 0.598232 0.064286 9.305727 0.000000 
Note: P-values in bold indicate a significant relationship 
 
TABLE 3.10: RELATIONSHIP BETWEEN EMPLOYEE CREATIVITY AND 
EMPLOYEE PRODUCTIVITY - EMPIRICAL RESULTS  
Statistic Dependent variable: Employee productivity 
 Value 
 R 0.52819818 
 R² 0.27899332 
Adjusted R² 0.26998074 
F(1,80) 30.956 
P 0.000 
Std. Err. of 
Estimate 
 
N=82 
 
b* 
Std. Err. 
of b* 
B 
Std. Err. 
of b 
t p-value 
Intercept   2.637101 0.269283 9.793058 0.000000 
CCREA 0.528198 0.094935 0.407894 0.073312 5.563809 0.000000 
Note: P-values in bold indicate a significant relationship 
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The empirical results show the following: 
 
An employee’s self-esteem is positively and significantly (r = 0.18, p < 0.01) related to 
his/her productivity.  In other words, higher self-esteem will increase employee 
productivity significantly.  This result supports hypothesis H6. 
 
Performance intent is positively and significantly (r = 0.70, p < 0.001) related to 
employee productivity.  This means that an employee’s performance intent, 
strengthened by creativity, has a positive influence on his/her productivity.  Performance 
intent must therefore be encouraged via creativity.  This result supports hypothesis H7.   
 
Creativity, measured together with self-esteem and performance intent (see Table 3.9), 
is not significantly related to employee productivity.  Table 3.10, however, shows that 
creativity, on its own, has a positive influence (r = 0.53, p < 0.001) on employee 
productivity. This result supports hypothesis H8. 
 
Self-esteem, creativity and performance intent together explain 75% (r2 = 0.746) of the 
variance in the employee’s productivity (see Table 3.9), while creativity alone explains 
28% (r2 = 0.278) of the variance of employee productivity (see Table 3.10). 
 
Figure 3.6 illustrates the summary of the results of the multiple regression analysis as 
summarised in Tables 3.6 to 3.10.  
 
These results mean that an employee’s creativity must be promoted through effective 
rewards and by fostering a climate conducive to creativity and innovation.  This will lead 
to increased performance intent and eventually increased productivity. 
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FIGURE 3.6: SUMMARY OF RESULTS 
          
             
  H1 (0.54)           H3 (ns)    H6 (0.18) 
R       
           H5 (0.37)  
      H8 (0.53)*      
          
              H4 (0.48)    
  H2 (0.20)     H4   H7 (0.70) 
  
 
*Note: Together with self-esteem and performance intent however, creativity exhibits 
a non-significant relationship with employee productivity.  
 
3.8 CHAPTER SUMMARY 
 
The aim of this chapter was to provide a theoretical background to the research 
methodology.  The sampling design and composition, as well as the measuring 
instruments were discussed.  The reliability and validity of the data collected was tested 
with positive results.  A multiple regression analysis was conducted to evaluate the 
relationship between the selected independent variables on the dependent variable.  All 
empirical results were interpreted and preliminary findings were highlighted. In the final 
chapter, the findings highlighted in this chapter will be discussed in terms of their 
managerial implications for business firms. 
 
The next chapter provides the analysis, interpretation and results of the empirical study. 
 
Rewards 
Creativity 
and 
Innovation 
climate 
Creativity 
Self-
esteem 
Performance 
intent 
Employee 
Productivity 
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CHAPTER 4 
 
PRESENTATION AND DISCUSSION OF THE DESCRIPTIVE STATISTICS RESULTS 
 
4.1 INTRODUCTION 
 
This chapter continues with the data analysis and the reporting of results that were 
initiated in Chapter 3.  The descriptive statistics of the responses to the individual 
questionnaire statements were analysed in an attempt to establish the respondents’ 
perceptions on the selected independent variables influencing employee productivity. 
 
The STATISTICA Version 12 (2015) computer program was used to analyse data.  The 
data that was analysed included the means and standard deviations from the results.  
To ease the process of analysis and to add value to the interpretation, all strongly 
disagree and disagree responses were combined into one section called disagree, while 
all the strongly agree and agree responses were combined into another section called 
agree. 
 
4.2 DESCRIPTIVE STATISTICS: FACTORS INFLUENCING EMPLOYEE 
PRODUCTIVITY 
 
This section provides a summary of the responses from research participants to 
Sections A and B of the questionnaire.  Summarised responses from the participants 
are illustrated in Table 4.1 to Table 4.6 as well as in Figure 4.1 to Figure 4.6.  The 
summarised responses contain the respondents’ perceptions on the influence of the 
climate for creativity and innovation (CLIM), rewards (REWD), creativity (CREA), self-
esteem (SELF) and performance intent (PERF) on employee productivity (PROD). The 
respondents were requested to indicate the extent to which they agree with the 
statements posed in the questionnaire as it relates to their organisation. 
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4.2.1 Climate for creativity and innovation 
 
Table 4.1 and Figure 4.1 depict the participants’ responses to the questionnaire 
statements regarding the climate for creativity and innovation.  Table 4.1 portrays the 
average responses through the provision of the means and standard deviations relating 
to the respective questionnaire statements.  The overall mean score for the climate for 
creativity and innovation is 3.25 indicating an above average satisfactory level. 
 
TABLE 4.1: DESCRIPTIVE STATISTICS ON CLIMATE FOR CREATIVITY AND 
INNOVATION 
Code Statement 
Disagree 
% 
Neither 
agree 
nor 
disagree 
% 
Agree 
% 
Mean 
St. 
Dev. 
CLIM1 Our management wants 
employees to be creative 
12.2 23.2 64.6 3.84 1.18 
CLIM2 Employees who 
contribute new and useful 
ideas often receive 
financial rewards from the 
firm 
34.2 17.0 48.8 3.20 1.51 
CLIM3 Creative thinking is mostly 
the responsibility of 
people in creative jobs 
such as research and 
development, and 
marketing 
45.1 19.5 35.4 2.88 1.49 
CLIM4 My firm encourages 
employees to spend part 
of their time coming up 
with new ideas for 
products or services 
20.7 17.1 62.2 3.63 1.27 
CLIM5 The creative type of 
employee rarely gets 
promoted 
54.8 29.3 15.9 2.44 1.26 
CLIM6 My firm invests 
considerable resources in 
24.4 20.7 54.9 3.45 1.33 
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innovation 
CLIM7 Few of my leaders at 
work appear to be 
innovative thinkers 
28.1 29.3 42.6 3.28 1.31 
CLIM8 Innovative thinkers are 
publicly recognised in my 
firm 
22.0 30.5 47.5 3.43 1.31 
CLIM9 Employees are often 
made fun of for 
suggesting a unique idea 
41.5 28.0 30.5 2.74 1.44 
CLIM10 Constructive change is 
welcomed in my firm 
15.8 31.7 52.5 3.56 1.25 
AVERAGE MEAN SCORE = 3.25 
 
Table 4.1 and Figure 4.1 indicate that 64.6% of the respondents agreed that their 
organisation’s management wants their employees to be creative.  Furthermore, 62.2% 
of the respondents confirmed that their firm encourages employees to spend part of 
their time coming up with new ideas for products or services, and to support that view, 
54.9% of the respondents felt that their firm invests considerable resources into 
innovation.  A total of 48.8% of the respondents concurred that employees who 
contribute new and useful ideas often receive financial rewards from the firm and 47.5% 
of the respondents confirmed that innovative thinkers are publicly recognised in their 
firm.  Lastly, 52.5% of the respondents felt that constructive change is welcomed in their 
firm.   
 
Of concern though is the 20.7% of the respondents, who were neutral in terms of 
whether their firm invests considerable resources in innovation, and the 30.5% of the 
respondents who neither agreed nor disagreed to the fact that Innovative thinkers are 
publicly recognised in their firm.  Another concern is the 28% of the respondents who 
are neutral about the fact that employees are often made fun of for suggesting a unique 
idea. 
 
Worth noting is the 45.1% of the respondents who disagreed with the statement that 
creative thinking is mostly the responsibility of people in creative jobs such as research 
and development, and marketing because it means a substantial number of employees 
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see creative thinking as the responsibility of all individuals in the organisation and not 
just for a selected few which is a big plus for the organisations.  Another point to note is 
the 54.8% respondents who disagreed with the statement that the creative type of 
employee rarely gets promoted, because that would indicate that there is merit in being 
a creative type of employee. 
 
FIGURE 4.1:   CLIMATE FOR CREATIVITY AND INNOVATION – DESCRIPTIVE 
STATISTICS
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4.2.2 Rewards 
 
Table 4.2 and Figure 4.2 depict the participants’ responses to the questionnaire 
statements regarding rewards where they were requested to indicate to what extent the 
respective rewards would motivate them to be creative and innovative at work.  Table 
4.2 portrays the average responses through the provision of the means and standard 
deviations relating to the respective questionnaire statements.  The overall mean score 
for rewards is 3.50 indicating an above average satisfactory level. 
 
TABLE 4.2: DESCRIPTIVE STATISTICS ON REWARDS 
Code Statement 
Disagree 
% 
Neither 
agree 
nor 
disagree 
% 
Agree 
% 
Mean 
St. 
Dev. 
REWD1 A once-off financial 
bonus 
15.9 13.4 70.7 4.04 1.39 
REWD2 An extra day off 26.8 13.4 59.8 3.54 1.57 
REWD3 An article on you at 
work, published in the 
company’s magazine 
20.7 29.3 50.0 3.55 1.31 
REWD4 Lunch with your 
manager and team 
members in the 
company’s cafeteria as a 
reward 
41.4 34.1 24.5 2.89 1.31 
REWD5 A personal "thank you" 
or note of appreciation 
from supervisor or 
manager 
14.7 29.3 56.0 3.70 1.29 
REWD6 Verbal praise of 
appreciation from the 
manager in front of the 
employees 
19.5 25.6 54.9 3.55 1.33 
REWD7 The company allowing 
you to purchase work 
tools and software of 
choice 
24.4 23.2 52.4 3.46 1.39 
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REWD8 Other regular 
challenging assignments 
23.2 24.4 52.4 3.51 1.33 
REWD9 An opportunity for 
promotion 
12.2 9.8 78.0 4.16 1.23 
REWD10 The company 
contributing a once-off 
amount to a future 
medical expense that 
you might encounter 
31.7 17.1 51.2 3.43 1.42 
REWD11 The company 
sponsoring you for 
training, seminar or 
further education 
opportunity (maximum 
duration of 1 year) 
8.6 8.5 82.9 4.34 1.07 
REWD12 The company 
sponsoring a one-year 
membership for you at a 
gym or other health 
programme 
20.8 25.6 53.6 3.49 1.40 
REWD13 The company paying for 
you, your wife and 
children to one movie, 
theatre, cultural or sports 
event 
39.0 22.0 39.0 3.00 1.58 
REWD14 The company making a 
once-off payment for the 
cleaning of your house 
51.2 20.7 28.1 2.57 1.52 
REWD15 The company making a 
once-off payment of the 
day-care centre fees of 
your pre-school child 
31.7 17.1 51.2 3.24 1.62 
AVERAGE MEAN SCORE = 3.50 
 
Table 4.2 and Figure 4.2 indicate that 70.7% and 59.8% of the respondents agreed that 
a once-off financial bonus and an extra day off respectively would motivate them to be 
creative and innovative at work.  Furthermore, 56% and 54.9% of the respondents 
confirmed that a personal thank you or note of appreciation from the manager and 
verbal praise of appreciation from the manager in front of the employees respectively 
would motivate them to be creative and innovative at work.  About 78% and 82.9% of 
the respondents agree that opportunities for promotion and corporate sponsorship for 
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training, seminar or further education opportunities of a maximum of one year 
respectively would be a motivating factor for creativity and innovation at work. 
 
Quite interesting and worth noting though is the 29.3% of the respondents who were 
neutral whether a published article about them in the company’s magazine would 
motivate them to be creative and innovative at work.  Another one worth noting is the 
25.6% of the respondents who were neutral whether the company sponsoring a one-
year membership for them at a gym or other health programme would motivate them to 
be creative and innovative at work. 
 
Just more than forty percent (41.4%) of the respondents disagreed to lunch with their 
manager and team members in the company’s cafeteria motivating them to be creative 
and innovative at work; while 51.2% of the respondents disagreed to the company 
making a once-off payment for the cleaning of their house motivating them to be 
creative and innovative at work.  Another 31.7% of the respondents disagreed to the 
company making a once-off payment of the day-care centre fees of their pre-school 
child motivating them to be creative and innovative at work.  
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FIGURE 4.2:   REWARDS – DESCRIPTIVE STATISTICS
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TABLE 4.3: DESCRIPTIVE STATISTICS ON EMPLOYEE CREATIVITY 
Code Statement 
Disagree 
% 
Neither 
agree 
nor 
disagree 
% 
Agree 
% 
Mean 
St. 
Dev. 
CREA1 I try to be as creative as 
I can in my job 
8.5 11.0 80.5 4.24 1.04 
CREA2 I experiment with new 
approaches in 
performing my job 
8.5 17.1 74.4 3.89 1.09 
CREA3 When new trends 
develop, I am usually the 
first to get on board 
31.7 35.4 32.9 3.06 1.15 
CREA4 My manager feels that I 
am creative in 
performing my job 
35.4 34.1 30.5 2.93 1.39 
CREA5 On the job I am inventive 
in overcoming barriers 
12.2 26.8 61.0 3.78 1.18 
AVERAGE MEAN SCORE = 3.58 
 
Table 4.3 and Figure 4.3 show that a significant 80.5% of the respondents agreed that 
they try to be as creative as they can in their job which is quite a substantial number, 
while a mere 8.5% of the respondents disagreed that they try to be as creative as they 
can in their job.  About 74.4% of the respondents agreed that they experiment with new 
approaches in performing their job, while a mere 8.5% of the respondents disagreed 
that they experiment with new approaches in performing their job.  Of concern though is 
the 26.8% of the respondents that neither agreed nor disagreed to being inventive in 
overcoming barriers on the job. 
 
Interesting to note though are the responses for statements three and four that have 
almost the same values for agree, disagree and neutral.  For statement three that says 
“when new trends develop, I am usually the first to get on board”, 31.7% of the 
respondents disagreed to the statement, 35.4% of the respondents were neutral to the 
statement and 32.9% of the respondents agreed to the statement.  On the other hand, 
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for statement four that says “my manager feels that I am creative in performing my job”, 
35.4% of the respondents disagreed to the statement, 34.1% of the respondents were 
neutral to the statement and 30.5% of the respondents agreed to the statement. 
 
FIGURE 4.3:   EMPLOYEE CREATIVITY – DESCRIPTIVE STATISTICS 
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TABLE 4.4: DESCRIPTIVE STATISTICS ON SELF-ESTEEM 
Code Statement 
Disagree 
% 
Neither 
agree 
nor 
disagree 
% 
Agree 
% 
Mean 
St. 
Dev. 
SELF1 I feel that I am a person 
of worth, at least on an 
equal par with others 
8.5 11.0 80.5 4.41 0.99 
SELF2 I feel that I have a 
number of good qualities 
3.6 3.7 92.7 4.62 0.78 
SELF3 All in all, I am inclined to 
feel that I am a failure 
22.0 11.0 67.0 3.85 1.43 
SELF4 I am able to do things as 
well as most other people 
4.9 18.3 76.8 4.22 0.96 
SELF5 I take a positive attitude 
toward myself 
1.20 8.5 90.3 4.51 0.76 
SELF6 I feel I do not have much 
to be proud of 
25.7 15.9 58.4 3.65 1.53 
SELF7 On the whole, I am 
satisfied with myself 
9.8 13.4 76.8 4.10 1.01 
SELF8 I wish I could have more 
respect for myself 
56.1 19.5 24.4 2.59 1.41 
SELF9 I certainly feel useless at 
times 
24.4 19.5 56.1 3.67 1.40 
SELF10 At times I think that I am 
no good at all 
65.8 14.6 19.6 2.12 1.42 
AVERAGE MEAN SCORE = 3.77 
 
Table 4.4 and Figure 4.4 reflect that 80.5% of the respondents agreed that they feel 
they are a person of worth and at least are on equal par with others.  Furthermore, a 
significant 92.7% of the respondents felt that they have a number of good qualities.  A 
total of 76.8% of the respondents concurred that they are able to do things as well as 
other people and 90.3% of the respondents took a positive attitude toward themselves.  
Lastly, 76.8% of the respondents were satisfied with themselves on the whole. 
 
Of concern though is the 67% of the respondents who agreed that they are inclined to 
feel that they are a failure because this is a substantial percentage.  A further point of 
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concern is the 58.4% of the respondents who agreed that they do not have much to be 
proud of and the 56.1% of the respondents who certainly felt useless at times. 
 
Worth noting is the 56.1% of the respondents who disagreed that they wish they could 
have more respect for themselves and the 65.8% of the respondents that disagreed that 
at times they think that they are no good at all. 
 
FIGURE 4.4:   SELF-ESTEEM – DESCRIPTIVE STATISTICS 
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4.2.5 Performance intent 
 
Table 4.5 and Figure 4.5 reveal the participants’ responses to the questionnaire 
statements regarding performance intent.  Table 4.5 portrays the average responses 
through the provision of the means and standard deviations relating to the respective 
questionnaire statements.  The overall mean score for performance intent is 4.21 which 
is indicative of a satisfactory level. 
 
TABLE 4.5: DESCRIPTIVE STATISTICS ON PERFORMANCE INTENT 
Code Statement 
Disagree 
% 
Neither 
agree 
nor 
disagree 
% 
Agree 
% 
Mean 
St. 
Dev. 
PERF1 I will probably do my 
best to perform well on 
the job in the future 
3.7 8.5 87.8 4.46 0.80 
PERF2 I often think of improving 
my job performance 
4.8 19.5 75.7 4.16 0.99 
PERF3 I will actively try to 
improve my job 
performance in the 
future 
9.7 6.1 84.2 4.16 1.11 
PERF4 I intend to do a lot more 
at work in the future 
7.4 22.0 70.6 4.04 1.07 
AVERAGE MEAN SCORE = 4.21 
 
Table 4.5 and Figure 4.5 indicate that 87.8% of the respondents agree that they will 
probably do their best to perform well on the job in the future, whilst 8.5% of the 
respondents were indifferent and the remaining 3.7% disagreed.  Moreover, 75.7% of 
the respondents often think of improving their job performance, whilst 19.5% were 
indifferent and the remaining 4.8% disagreed.  More than 80% (84.2%) of the 
respondents agreed that they will actively try to improve their job performance in the 
future and 70.6% of the respondents intend to do a lot more at work in the future.  
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These responses show that the organisations are aimed in the right direction in terms of 
performance intent of the employees. 
 
FIGURE 4.5:  PERFORMANCE INTENT – DESCRIPTIVE STATISTICS 
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TABLE 4.6: DESCRIPTIVE STATISTICS ON EMPLOYEE PRODUCTIVITY 
Code Statement 
Disagree 
% 
Neither 
agree 
nor 
disagree 
% 
Agree 
% 
Mean 
St. 
Dev. 
PROD1 I am a productive 
employee 
1.2 14.6 84.2 4.45 0.79 
PROD2 I offer my individual 
physical and mental 
efforts fully to the 
production process 
1.2 14.6 84.2 4.35 0.78 
PROD3 I am productive because I 
want our customers to be 
happy 
8.6 7.3 84.1 4.29 1.05 
PROD4 I feel pride in doing my 
best to serve my firm’s 
customers 
7.4 3.6 89.0 4.22 0.96 
PROD5 I am happy when I am 
productive 
7.2 11.0 81.8 4.38 1.03 
PROD6 I productively use the 
machine hours at my 
disposal at my work 
station 
13.4 34.1 52.5 3.49 1.05 
PROD7 I productively use the 
materials at my disposal 
at my work station 
23.2 19.4 57.4 3.50 1.19 
AVERAGE MEAN SCORE = 4.10 
 
Table 4.6 and Figure 4.6 reveal that 84.2% of the respondents are productive 
employees, whilst another 84.2% of the respondents offer their individual physical and 
mental efforts fully to the production process.  Furthermore, 84.1% of the respondents 
are productive because they want their customers to be happy, whilst 89% of the 
respondents feel pride in doing their best to serve their firm’s customers.  Lastly, 81.8% 
of the respondents are happy when they are productive.  These results show that the 
organisations are aimed in the right direction in terms of wanting to keep the customers 
happy by serving them. 
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Of concern though is the significant 34.1% of the respondents who are indifferent to the 
productive use of machine hours to their disposal at their work station since that is a 
crucial aspect of employee productivity.  Another point of concern is the 23.2% of the 
respondents who disagreed with the productive use of the material at their disposal at 
their workstation because that is a substantial indication of wastage. 
 
FIGURE 4.6:  EMPLOYEE PRODUCTIVITY – DESCRIPTIVE STATISTICS
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terms of the climate for creativity and innovation, rewards, creativity, self-esteem and 
performance intent.  The results also indicated which areas are of concern and need 
special attention in the variables with which the respondents disagreed with.  
 
In the next chapter, the managerial implications of the empirical findings are discussed 
and recommendations on how employee productivity can be increased are discussed 
as well. 
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CHAPTER 5 
 
FINDINGS, CONCLUSIONS AND RECOMMENDATIONS 
 
5.1 INTRODUCTION 
 
In this final chapter, conclusions of the research study are drawn and discussed in 
relation to the hypotheses formulated.  The chapter resumes with a holistic overview of 
the study.  Thereafter, the empirical results and the descriptive statistics that pertain to 
each variable in the hypothesised model are summarised as reported in Chapters 3 and 
4.  Recommendations are then made in relation to the managerial implications that 
emerge from this study regarding the influence of rewards, the climate for creativity and 
innovation, employee creativity, self-esteem and performance intent on employee 
productivity.  Lastly, the limitations of the study and the recommendations for future 
research are discussed. 
 
5.2 OVERVIEW OF THE STUDY 
 
Chapter 1 provided the scope of the study.  This included the problem statement, 
conceptual framework to increase employee productivity, research objectives, 
hypotheses, a brief discussion of the research methodology, definition of concepts and 
outline of the chapters.  
 
Chapter 2 reviewed and presented the literature that underpins this study.  The 
literature considered the proposed factors that were deemed to be influential on 
employee productivity.  These factors included rewards, the climate for creativity and 
innovation, creativity, self-esteem and performance intent. 
 
In Chapter 3 the methodology used in conducting the empirical research was discussed.  
The research design was proposed as well as the research approach that was to be 
followed.  The questionnaire was introduced as the preferred choice of research 
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instrument and the validity and reliability of the measuring instruments were considered.  
Moreover, the demographic analysis of the sample was conducted, together with the 
multiple regression analysis on the proposed factors that have a bearing on employee 
productivity. 
 
Chapter 4 focused on the presentation of the descriptive statistics which included the 
mean scores and standard deviations as well as the extent to which respondents 
agreed or disagreed with each statement in the questionnaire.  Descriptive statistics 
were presented for the sample as a whole. 
 
The following sections will elucidate the managerial implications of the empirical 
findings.  Lastly, the limitations of the study will be pointed out together with 
recommendations for future research. 
 
5.2.1 The relationship between rewards, climate for creativity and innovation and 
employee creativity 
 
The empirical results for rewards that were depicted in Table 4.2 indicate an average 
mean score of 3.50, which is indicative of an above average level of satisfaction that 
effort will be rewarded in terms of pay increases and promotion. 
 
Based on multiple regression analysis, the following was found with regard to the 
relationship between rewards, climate for creativity and innovation and employee 
creativity.  Overall, rewards and the climate for creativity and innovation were found to 
be positively and significantly related to employee creativity. 
 
Table 3.6 outlined the empirical results that were based on the influence of rewards and 
the climate for creativity and innovation on employee creativity.  From these results, a 
finding was made that rewards are positively and significantly (r = 0.54, p < 0.001) 
related to employee creativity.  In other words, this implies that the more these rewards 
are received, the more creativity the employee will exhibit.  This finding was in line with 
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a hypothesis that was made in Chapter 2 that said: “There is a positive relationship 
between rewards and employee creativity.”  Another finding that was made was that 
climate for creativity and innovation is positively and significantly (r = 0.20, p < 0.05) 
related to employee creativity.  In other words, this implies that the more this climate is 
created for creativity and innovation, the more creativity the employee will exhibit.  This 
finding was in line with a hypothesis that was made in Chapter 2 that said: “There is a 
positive relationship between a creativity and innovation climate and employee 
creativity.”  With the two independent variables, rewards and climate for creativity and 
Innovation, together explaining 41% (r2 = 0.409) of the variance in employee creativity, it 
then meant that they are therefore very important determinants of creativity in these 
firms. 
 
From this evidence, it can be concluded and recommended that employee creativity 
must be promoted through effective rewards and by fostering a climate conducive to 
creativity and innovation.  This will lead to increased performance intent and eventually 
increased productivity.  The first of two burning questions is through which rewards 
should creativity be fostered? 
 
Table 4.2 depicted the participants’ responses to the questionnaire statements 
regarding rewards where they were requested to indicate to what extent the respective 
rewards would motivate them to be creative and innovative at work.  Table 4.2 also 
portrayed the average responses through the provision of the means and standard 
deviations relating to the respective questionnaire statements.  From those statements 
that had an average percentage of 50% and more, we are able to deduce through which 
rewards creativity should be fostered and they are the following: 
 
 A once-off financial bonus; 
 
 An extra day off; 
 
 An article about  the employee at work, published in the company’s magazine; 
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 A personal "thank you" or note of appreciation from the supervisor or manager; 
 
 Verbal praise of appreciation from the manager in front of the employees; 
 
 The company allowing the employee to purchase work tools and software of 
choice; 
 
 Other regular challenging assignments; 
 
 An opportunity for promotion; 
 
 The company contributing a once-off amount to a future medical expense that 
the employee might encounter; 
 
 The company sponsoring the employee for training, seminar or further education 
opportunity (maximum duration of 1 year); 
 
 The company sponsoring a one-year membership for the employee at a gym or 
other health programme, and 
 
 The company making a once-off payment of the day-care centre fees of the 
employee’s pre-school child. 
 
Three reward statements had high disagree ratings and below are the statistics 
pertaining to them: 
 
Just over forty percent (41.4%) of the respondents disagreed to lunch with their 
manager and team members in the company’s cafeteria, while 51.2% of the 
respondents disagreed to the company making a once-off payment for the cleaning of 
their house.  Another 39% of the respondents disagreed to the company paying for 
them, their wife and children to one movie, theatre, cultural or sports event.  The high 
disagree rate of the employees not wanting to have lunch with the manager and fellow 
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teammates, not wanting a payment for cleaning of their house and not wanting payment 
for them and their family for movies or some other event is a possible indication of a 
distance in the relationship between the team members and management.  Seemingly, 
the employees do not want management involved in their private space.  Management 
should thus work towards cultivating more of a close bond between the team members 
and managers so that the team members can be encouraged to open up freely to 
management and there could be more of a trust relationship and that will lead to both 
parties understanding the standpoint and psyche of the other.  An effective way of 
cultivating a close bond between team members and managers is through teambuilding 
workshops that are conducted quarterly, if possible. 
 
The second burning question is how should a conducive climate for creativity be 
created?  Table 4.1 reflected the participants’ responses to the questionnaire 
statements regarding the climate for creativity and innovation.  Table 4.1 also portrayed 
the average responses through the provision of the means and standard deviations 
relating to the respective questionnaire statements.  The overall mean score for the 
climate for creativity and innovation was 3.25 which was suggestive of an above 
average level of satisfaction for a climate for creativity and innovation.  So a conducive 
climate can be created through the following: 
 
 Management must want employees to be creative; 
 
 Employees who contribute new and useful ideas must receive financial rewards 
from the firm often; 
 
 The firm must encourage employees to spend part of their time coming up with 
new ideas for products or services; 
 
 The creative type of employee must get promoted often; 
 
 The firm must invest considerable resources in innovation; 
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 Leaders at work must appear to be innovative thinkers; 
 
 Innovative thinkers must be publicly recognised in the firm; 
 
 Employees must not be made fun of for suggesting a unique idea, and 
 
 Constructive change must be welcomed in the firm. 
 
Attention should be drawn to the 20.7% of the respondents who were neutral in terms of 
whether their firm invests considerable resources in innovation or not and the 30.5% of 
the respondents who neither agreed nor disagreed to the fact that innovative thinkers 
are publicly recognised in their firm.  The firms should work harder at communicating 
how much of their resources are invested in innovation as well as filtering this 
information down to all levels.  The firms should also work hard at publicly recognising 
innovative thinkers in the firm and they should make sure that such publication is 
publicised throughout the firm in platforms that are accessible to every staff member. 
 
The 45.1% respondents who disagreed with the statement that creative thinking is 
mostly the responsibility of people in creative jobs such as research and development, 
and marketing is something positive that the firms should continue strengthening 
because that mind-set is exactly what the firms need because it indicates that 
employees see creativity as the responsibility of everyone in the firm and not just for a 
selected few and that everyone takes ownership for it.  So management should focus 
on changing the mind-set of the 19.5% respondents that are neutral so that the 
percentage of people taking ownership of creativity is increased substantially. 
 
The 54.8% respondents that disagreed with the statement that “the creative type of 
employee rarely gets promoted” indicate that the employees are aware that the creative 
type of employee does get promoted.  The firm should continue pulling out all the stops 
in promoting the creative type of employee so that even the 29.3% respondents who are 
neutral can be convinced that there are rewards and benefits for being the creative type 
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of employee and the percentage of people that are aware that creativity results in a 
promotion is substantially increased. 
 
5.2.2 The relationship between employee creativity and self-esteem 
 
The empirical results for employee creativity that were depicted in Table 4.3 indicate an 
above average mean score of 3.58 which is indicative of an above average level of 
satisfaction for employee creativity; while the empirical results for self-esteem that were 
depicted in Table 4.4 also indicate an above average mean score of 3.77 which is 
suggestive of an above average level of satisfaction for self-esteem. 
 
Based on multiple regression analysis, the following was found with regard to the 
relationship between employee creativity and self-esteem.  Overall, employee creativity 
was found not to be significantly related to an employee’s self-esteem. 
 
Table 3.7 outlined the empirical results that were based on the influence of employee 
creativity on self-esteem.  From these results, a finding was made that employee 
creativity is not significantly related to the employee’s self-esteem.  In other words, this 
implies that the more creative the employee is, this has no influence on how his/her self-
esteem will be.  This finding was not in line with a hypothesis that was made in Chapter 
2 that said: “There is a positive relationship between employee creativity and self-
esteem.” 
 
From this evidence, it can be concluded that employee creativity does not increase 
employee self-esteem.  The recommendation is that creativity actions to increase 
employee productivity should therefore not be directed through efforts to increase the 
employee’s self-esteem.  They should rather be directed through efforts to increase the 
employee’s performance intent.  Increasing an employee’s performance intent can be 
done through the following interventions: 
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 Increased training to enable employees to find new ways of performing better; 
 The use of technology that will enable the employee to work smarter and 
efficiently; 
 Recognition systems; 
 Motivational interventions, and 
 Empowering of employees. They should be left to have their own strategy and 
goals.  They do not need to come to the manager and ask lots of questions.  This 
approach empowers teams to think long-term, and not tactically about the day-to-
day issues.  Employees should be affirmed and should be informed that they are 
doing a good job.  They should be given the empowerment to push their limits 
and strive for new innovative solutions.  The employees should be rewarded for 
their successes and trusted to accomplish company goals.  
 
The responses given to the statements “when new trends develop, I am usually the first 
to get on board” and “my manager feels that I am creative in performing my job” are 
concerning as more than 30% respondents (35.4% and 34.1% respectively) neither 
disagreed nor agreed.  Management must work harder to encourage the neutral 
employees (35.4%) to be more courageous in being the first on board when new trends 
are developing so that they could add on to the 32.9% of respondents who agree to this 
statement and the percentage of people who get on board when new trends develop 
could be substantial.  Management must also work hard at validating the employees so 
that the 34.1% who are neutral about their manager feeling that they are creative in 
performing their job could add on to the 30.5% of respondents who agree that their 
manager feels that they are creative in performing their job. 
 
5.2.3 The relationship between employee creativity, self-esteem and 
performance intent 
 
The empirical results for performance intent that were depicted in Table 4.5 indicate an 
above the average mean score of 4.21 which is indicative of an above average level of  
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satisfaction for performance intent showing that the performance intent of the 
employees is on the right track. 
 
Based on multiple regression analysis, the following was found with regard to the 
relationship between employee creativity, self-esteem and performance intent.  Overall, 
employee creativity and self-esteem were found to be significantly and positively related 
to an employee’s performance intent. 
 
Table 3.8 outlined the empirical results that were based on the influence of employee 
creativity and self-esteem on performance intent.  From these results, a finding was 
made that employee creativity is positively and significantly (r = 0.48, p < 0.001) related 
to the employee’s performance intent.  In other words, this implies that the more 
creative the employee is, the higher his/her performance intent will be.  This finding was 
in line with a hypothesis that was made in Chapter 2 that said: “There is a positive 
relationship between creativity and performance intent.”  Another finding that was made 
was that self-esteem is also positively and significantly (r = 0.37, p < 0.001) related to 
performance intent in this study.  In other words, this implies that self-esteem has a 
significant influence on an employee’s performance intent.  By increasing an 
employee’s self-esteem, his/her performance intent will also increase.  This finding was 
in line with a hypothesis that was made in Chapter 2 that said: “There is a positive 
relationship between self-esteem and performance intent.” 
 
From this evidence it can be concluded that the influence of creativity on an employee’s 
performance intent is, however, stronger than the influence of self-esteem.  The results 
have shown that creativity does not influence self-esteem significantly.  The 
recommendation is that managers will do better to increase performance intentions via 
the fostering of creativity than through the fostering of the employee’s self-esteem.  The 
message that employees should receive is not that creativity is good for their self-
esteem, but that their creativity has a positive influence on their intentions to improve 
their job performance and that this will increase their productivity. 
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Employee creativity and self-esteem together explain 43% (r2 = 0.426) of the variance in 
the employee’s performance intent.  These two variables are therefore important 
determinants of an employee’s performance intent. 
 
Table 4.5 indicated that 87.8% of the respondents agreed that they will probably do their 
best to perform well on the job in the future, 75.7% of the respondents often think of 
improving their job performance, 84.2% of the respondents agreed that they will actively 
try to improve their job performance in the future and 70.6% of the respondents intend 
to do a lot more at work in the future.  These responses show that the organisations are 
aimed in the right direction in terms of performance intent of the employees and 
management must ensure that these employees are kept enthusiastic about performing 
well for their firms.  In order to keep these performance intentions at an optimum, 
creativity needs to be enhanced. 
 
5.2.4 The relationships between employee creativity, self-esteem, performance 
intent and employee productivity 
 
The empirical results for employee productivity that were depicted in Table 4.6 indicate 
an average mean score of 4.10 which is indicative of an above average satisfaction 
level of employee productivity. 
 
Based on multiple regression analysis, the following was found with regard to the 
relationships between employee creativity, self-esteem, performance intent and 
employee productivity as well as between creativity and employee productivity.  Overall, 
employee self-esteem was found to be significantly and positively related to employee 
productivity.  Performance intent was also found to be positively and significantly related 
to employee productivity.  Lastly, creativity was found to be positively related to 
employee productivity. 
 
Table 3.9 and Table 3.10 outlined the empirical results that were based on the influence 
of employee creativity, self-esteem and performance intent on employee productivity.  
101 
 
From these results, a finding was made that an employee’s self-esteem was positively 
and significantly (r = 0.18, p < 0.01) related to his/her productivity.  In other words, this 
implies that higher self-esteem will increase employee productivity significantly.  This 
finding was in line with a hypothesis that was made in Chapter 2 that said: “There is a 
positive relationship between self-esteem and employee productivity.”  Another finding 
that was made was that performance intent was positively and significantly (r = 0.70, p < 
0.001) related to employee productivity.  This implies that an employee’s performance 
intent, strengthened by creativity, has a positive influence on his/her productivity.  The 
finding was in line with a hypothesis that was made in Chapter 2 that said: “There is a 
positive relationship between performance intent and employee productivity.”  Table 3.9 
also showed that creativity, measured together with self-esteem and performance 
intent, is not significantly related to employee productivity.  Table 3.10, however, 
showed that creativity, on its own, has a positive influence (r = 0.53, p < 0.001) on 
employee productivity.  This finding was in line with a hypothesis that was made in 
Chapter 2 that said: “There is a positive relationship between creativity and employee 
productivity.”  Self-esteem, creativity and performance intent together explain 75% (r2 = 
0.746) of the variance in employee productivity (see Table 3.9), while creativity alone 
explains 28% of the variance of employee productivity (see Table 3.10). 
 
From this evidence it can be concluded that employee creativity also increases 
employee productivity directly, but its influence via performance intent is stronger so the 
recommendation is that performance intent must therefore be encouraged via creativity. 
An empirically tested creativity model to increase employee productivity is therefore 
illustrated on Figure 5.1. 
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FIGURE 5.1: A MODEL TO INCREASE EMPLOYEE PRODUCTIVITY: SUMMARY OF 
THE EMPIRICAL RESULTS 
 
 
 
 
 
 
  
 
             
             
             
   
Managers, however, could capitalise on the direct relationship between creativity and 
employee productivity as well.  In other words, by encouraging their employees to do 
the following, employee productivity could also be increased, although at a lesser extent 
than through performance intent: 
 
 Always trying to be as creative as one can in one’s job; 
 Always trying to experiment with new approaches in performing one’s job; 
 When new trends develop, always trying to be the first to get on board; 
 Always showing one’s manager that one is creative in performing one’s job, and 
 Always trying to be inventive in overcoming barriers in one’s job.  
 
 
 
 
 
Rewards 
Employee 
creativity 
Performance 
intent 
Employee 
productivity 
Climate 
conducive for 
creativity and 
innovation 
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5.3 LIMITATIONS OF THE STUDY AND RECOMMENDATIONS FOR FUTURE   
RESEARCH 
 
The limitations of the study and recommendations for future research are the following: 
 
 The study was conducted on blue-collar employees only.  It is therefore 
recommended that the study be replicated with other job levels, and 
 
 The empirically tested model of this study is not an exhaustive one.  Creativity 
was measured as one independent variable. A more comprehensive 
operationalisation of creativity in various components, such as attitudes, 
behaviours and cultural aspects (values, beliefs, etcetera) underlying creativity 
might provide for a richer model to test in an effort to improve employee 
productivity.  
 
5.4 CONCLUSION 
 
The primary purpose of this study was to create a creativity model to increase employee 
productivity.  In order to achieve this purpose, the study investigated the relationships 
between each one of the independent variables; such as rewards, climate for creativity 
and innovation, employee creativity, self-esteem and performance intent. 
 
The empirical results showed both significant and insignificant relationships between the 
study variables.  Rewards and the climate for creativity and innovation were proven to 
have a significant influence on employee creativity; employee creativity was not 
significantly related to self-esteem, while employee creativity and self-esteem were 
proven to be significantly related to performance intent.  Self-esteem, performance 
intent and employee creativity were also proven to be significantly related to employee 
productivity. 
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The strongest model to increase employee productivity is through employee creativity 
being promoted through effective rewards and by fostering a climate that is conducive to 
creativity and innovation. This will in turn lead to increased performance intent and 
eventually increased productivity.  The study highlighted the rewards through which 
creativity should be fostered and how a conducive climate for creativity should be 
created.  By following this creativity model, managers will be able to increase the 
productivity of their blue-collar employees. 
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ANNEXURE 1 
COVERING LETTER OF QUESTIONNAIRE PRESENTED TO PARTICIPANTS 
 
Dear Respondent  
I am studying towards my MBA (Masters in Business Administration) degree at the Nelson 
Mandela Metropolitan University Business School.  I am conducting research on the factors 
that influence creativity and innovation in the workplace.  I believe that my study will make an 
important contribution to the understanding of creativity and innovation in the workplace and 
their relationships to productivity. 
You are part of our selected sample of respondents whose views we seek on the above-
mentioned matter.  We would therefore appreciate it if you could answer a few questions. It 
should not take more than thirty minutes of your time and we want to thank you in advance for 
your co-operation. 
There are no correct or incorrect answers. Please answer the questions as accurately as 
possible. For each statement, tick the number which best describes your experience or 
perception.  For example, if you strongly agree with the statement, tick the number 5.  If you 
strongly disagree with the statement, tick the number 1.  Tick only one answer for each 
statement and answer all questions please.  Please note also that your participation in this 
study is entirely voluntary and that you have the right to withdraw from the study at any stage.  
We also guarantee your anonymity and the confidentiality of information acquired by this 
questionnaire. Neither your name nor the name of your firm will be mentioned in the study. 
Thank you very much.  
Vuvu Qokweni  
Contacts: Telephone no 0413911250...; email address vuvzqokweni@gmail.com…   
To verify the authenticity of the study, please contact Prof CA Arnolds at 041-5043825 and 
cecil.arnolds@nmmu.ac.za. 
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ANNEXURE 2 
SECTION A: THE MEASURING INSTRUMENTS 
 
REWARDS 
REWD1 A once-off financial bonus 
REWD2 An extra day off 
REWD3 An article on you at work, published in the company’s magazine 
REWD4 Lunch with your manager & team members in the company’s cafeteria as a 
reward  
REWD5 A personal "thank you" or note of appreciation from supervisor or manager 
REWD6 Verbal praise of appreciation from the manager in front of the employees 
REWD7 The company allowing you to purchase work tools and software of choice 
REWD8 Other regular challenging assignments 
REWD9 An opportunity for promotion 
REWD10 The company contributing a once-off amount to a future medical expense that 
you might encounter 
REWD11 The company sponsoring you for a training, seminar or further education 
opportunity (maximum duration of 1 year) 
REWD12 The company sponsoring a one-year membership for you at a gym or other 
health programme 
REWD13 The company paying for you, your wife and children to one movie, theatre, 
cultural or sports event 
REWD14 The company making a once-off payment for the cleaning of your house 
REWD15 The company making a once-off payment of the day-care centre fees of your 
pre-school child 
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CLIMATE FOR CREATIVITY AND INNOVATION 
CLIM1 Our management wants employees to be creative 
CLIM2 Employees who contribute new and useful ideas often receive financial rewards 
from the firm 
CLIM3 Creative thinking is mostly the responsibility of people in creative jobs such as 
research and development, and marketing 
CLIM4 My firm encourages employees to spend part of their time coming up with new 
ideas for products or services 
CLIM5 The creative type of employee rarely gets promoted 
CLIM6 My firm invests considerable resources in innovation 
CLIM7 Few of my leaders at work appear to be innovative thinkers 
CLIM8 Innovative thinkers are publicly recognised in my firm 
CLIM9 Employees are often made fun of for suggesting a unique idea 
CLIM10 Constructive change is welcomed in my firm 
 
 
 
CREATIVITY 
CREA1 I try to be as creative as I can in my job 
CREA2 I experiment with new approaches in performing my job 
CREA3 When new trends develop, I am usually the first to get on board 
CREA4 My manager feels that I am creative in performing my job 
CREA5 On the job I am inventive in overcoming barriers 
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SELF ESTEEM 
SELF1 I feel that I am a person of worth, at least on an equal par with others 
SELF2 I feel that I have a number of good qualities 
SELF3 All in all, I am inclined to feel that I am a failure 
SELF4 I am able to do things as well as most other people 
SELF5 I take a positive attitude toward myself 
SELF6 I feel I do not have much to be proud of 
SELF7 On the whole, I am satisfied with myself 
SELF8 I wish I could have more respect for myself 
SELF9 I certainly feel useless at times 
SELF10 At times I think that I am no good at all 
 
 
 
PERFORMANCE INTENT 
PERF1 I will probably do my best to perform well on the job in the future 
PERF2 I often think of improving my job performance 
PERF3 I will actively try to improve my job performance in the future 
PERF4 I intend to do a lot more at work in the future 
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PRODUCTIVITY 
PROD1 I am a productive employee 
PROD2 I offer my individual physical and mental efforts fully to the production process 
PROD3 I am productive because I want our customers to be happy 
PROD4 I feel pride in doing my best to serve my firm’s customers 
PROD5 I am happy when I am productive 
PROD6 I productively use the machine hours at my disposal at my work station 
PROD7 I productively use the materials at my disposal at my work station 
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ANNEXURE 3 
FORM E ETHICS CLEARANCE FOR TREATISE
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ANNEXURE 4 
TURNITIN REPORT 
 
